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When Titles Collide 


Publishers rush to leap through holiday launch windows. 


By DAVID COLE 


The Christmas shopping rush traditionally starts over Thanksgiving weekend, and some big 
publishers such as Acclaim, Activision, Nintendo and Sierra Studios planned to release their 
big-gun titles just in time for Thanksgiving. Acclaim alone will spend $15 million marketing 
five Nintendo 64 titles to be released from mid-November to Christmas. 

The fourth quarter is crunch time for the videogame industry. Nearly 50% of videogame sales 
occur in the crucial November/December timeframe. The fall will often find publishers and 
developers rushing to get product out the door by Thanksgiving. 

This scramble raises some interesting ques- 
tions: How important is it to get products out 
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in the fourth quarter? How late in the fourth 
quarter can a product be released? What hap- 
pens when a product slips into the first quar- 
ter? How much advantage do titles shipping in 
September/October have over titles shipping in 
November/December? 

There is one school of thought that argues it is 
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See Titles Collide page 20 Activision's “Asteroids” 


Debriefings... 


3DFX Unveils Voodoo 3 

3Dfx used Comdex show in Las Vegas to announce its new Voodoo 3 product family. The new 
chip, set for release in second quarter 1999, is a 3D/2D AGP (Advanced Graphics Port) solution 
that combines and improves upon the company’s Voodoo2 and Voodoo Banshee architecture. In 
addition to releasing the Voodoo 3 3000 for high-performance add-on kits, 3Dfx is also targeting 
the OEM and build-to-order market with its lower cost Voodoo 3 2000 which the company hopes 
will help it expand beyond the hardcore gaming audience (See 3Dfx: Rapid Acceleration, p. 10 ) 


NewKidCo to Launch PlayStation Girls Game 

NewKidCo plans a late January launch of a PlayStation game based on the “Hello Kitty” license, 
which is enjoying a resurgence in popularity. The game will be one of the first aimed at the 6-12 
girls console market, as NewKidCo continues its strategy of focusing on under-served portions of 
PlayStation’s rapidly expanding demographic. “Hello Kitty” will be backed by ads in girls 
magazines as well as instore promotions. (See Here Kitty, p. 9) 


$29 Game Gear to arrive 
on heels of Game Boy 

Color launch; $49 Saturn 
expected early next year. 


By DAVE WARD 


Sega and distributor-turned-manufacturer 
Majesco are finalizing a deal that could have 
color-screen Game Gear on store shelves by 
Christmas at $29.95, enabling the Sega 
portable system to piggyback on Nintendo’s 
recent multi-million-dollar launch of Game 
Boy Color. A second deal could have 
Majesco-manufactured Saturns in stores at 


$49.95 by early next year. 
Majesco, which has been manufacturing and 
selling a redesigned version of Sega's flagship 
16-bit Genesis system since early this year, is 
also considering taking over production of 
the Pico edutainment system. The new deals 
represent another coup for the Edison, 
N.J.-based Majesco, which is quietly and 
quickly emerging as a player in the 
videogame industry. 
Majesco will also manufacture software for 
Game Gear and Saturn. Like the Genesis 
deal, Sega won't actively participate in mar- 
keting, distribution or sales, but will receive 
royalties from both the hardware and soft- 
ware. But more importantly, the Majesco- 
manufactured line provides Sega with a 
much-need retail presence until the arrival 
of the Dreamcast next fall. 
While it never matched the popularity of the 
Game Boy, Sega did sell over 3 million Game 
Gears since its 1991 U.S. launch, including 
an estimated 300,00 last year. At $29.95, the 
Game Gear will be an impulse-priced alter- 
native to the $79.95 Game Boy Color. 

See Free Ride page 25 
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Breaking Out of the Pink Section 


Activision aims ‘Diva’ at teenage girls. 


his holiday Activision launches “TEEN Digital Diva,’ hoping to be the first publisher to reach the previously untapped 
12-17 year-old girls market. The title allows users to design their own personalized version of TEEN magazine and will 
be backed by ads in TEEN and other targeted magazine, instore signage and online promotions. 

Publishers have been eyeing this demographic for several years. And no wonder: A Rand Youth Organization survey found teen 
girls in North America spend $49.9 billion annually, including $8 billion on entertainment. Other studies have found that com- 
puter use among this age group is rising dramatically, fueled primarily by the rise of the Internet. But Activision marketing vp Eric 
Johnson notes, “It’s a very hard demo to reach. While they spend a lot of money, their media consumption habits are fairly dis- 
parate and don’t match at all with what we've traditionally done.” 

To target this new market, Activision chose a popular magazine license, a strategy SegaSoft used successfully last year with its 
400,000-unit surprise hit “Cosmopolitan Beauty Makeover,” which SegaSoft later sold to The Learning Company. Like “Cosmo,” 
“Teen Digital Diva’s” packaging will look like a magazine cover. But Johnson and developer Girl Games stress the title goes far 
beyond makeovers, enabling girls to do their own music reviews, horoscopes, advice 
columns and fashion layouts. Completed pages can either be printed out or entered 
online in contests sponsored by Activision, Girl Games and the 2-million circulation 
magazine. 

Girl Games has been at the forefront of the girls software market, previously developing 
titles for the 8-14 group, including 1996’s “Let’s Talk About Me” for Simon & Schuster 
and last year’s “Clueless” for Mattel. “There really hasn't been a full-on teen title,” Girl 
Games marketing vp Jann Baskett says. “The girls we talk to in focus groups say they def- 
initely think games are fun but until now didn’t think the content was there.” 

“TEEN Digital Diva” will have a $34.95 MSRP, with many retailers carrying it at around 
$30. Johnson says the long-held industry belief that mothers and daughters don’t shop 
computer superstores has gradually been changing. “But when all is said and done, far 
more men than women shop these stores,” he adds. “So while we'll be in these stores we're 
going to put a lot more pressure on the channels that women are more likely to shop, 
which are the Best Buys, Wal-Mart, K-Mart and Target.” 

Baskett says the game likely will share shelf space with titles aimed at younger girls as 
more stores set up dedicated sections aimed at girls. “I don’t think any of us want to have 
our products in this ‘pink’ girls section for long, but this is just a stage during which we 
have to build that mass,” she says. 


Acclaim, EA Bullish on 1999 


C 


ould 1999 be the year the console industry breaks out of the five-year life cycle for hardware? Acclaim and Electronic Arts 
(EA) seem to think so. During conference calls with financial analyst recently, executives for both companies voiced opti- 
mism that Nintendo N64 and Sony PlayStation hardware sales could exceed 1998 levels. 

Summing up the mood of publishers as they head into what will likely be a record-breaking holiday season, Acclaim 
chairman/CEO Greg Fischbach says a lot depends on whether PlayStation and N64 hit the $99 price point next year. If that hap- 
pens, “We could see a year unlike what we’ve seen in the past where we have hardware sales that could meet or exceed our current 
levels,’ he declares. 

While such predictions could be construed simply as publicly traded companies telling Wall Street what it wants to hear, there is 
some basis for the argument. Fischbach estimates the North American next- generation installed base will be 25-27 million at the 
end of 1998 (N64, 11-12 million; PlayStation, 14-15 million). That still leaves plenty of room before the industry reaches the 40 
million+ installed base of the 16-bit systems and well short of the 47-50 million that many have predicted for the next-generation 
final total. “Software sales could be up 15%-20% next year against a like or smaller increase in hardware sales, which could be a 
really great year for the industry,’ Fischbach says. 

Until recently, most industry experts, including DFC Intelligence, felt 1998 would be the peak year for next- generation hardware, 
with 1999 being the peak year for software and 2000 the start of a potentially painful transition to a new generation led by Sega’s 
Dreamcast and Sony’s PlayStation 2. ©) 
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That’s why there’s so much interest in this product... 
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GAMES TRADER INC. 


Previously Played Games 


Get Nontraditional Welcome 


Game Trader goes public; Movies & Games in Media Play 


By DAVE WARD 


| he largely ignored used-game market 
is showing signs of surprising matu- 
rity as Toronto-based Games Trader 
becomes the first distributer/wholesaler of 
previously played titles to go public. 
Meanwhile, Irving, Tex.-based Movies & 
Games 4 Sale is expanding its Game Zone 
store-within-a-store used-game format 
throughout the Media Play chain, following a 
successful six-store test earlier this year. 
Despite ambivalence from the hardware and 
publishing community, the previously-played 
market has had double-digit growth in recent 
years and will generate about $550 million in 
revenues this year. An estimated 14% of the 
console games expected to be sold at retail this 
year will have already had at least one owner. 
Many of these used-game sales are occurring 
at drug stores, supermarkets and other non- 
traditional retailers who use these programs as 
their entrance into the interactive entertain- 
ment industry. “Normally games are a very 
complex category for nontraditional retailers 
to win at because they don’t have the in-house 
expertise,’ notes Games Trader president Peter 
Kozicz. “But if you have the right selection and 
develop price points that turn these products 
into a low-risk impulse buy, then it makes 
sense for the nontraditional channel.” 

Games ‘Trader was founded in 1992 and 
recently went public through a reverse 
takeover (RTO). (An RTO involves a private 
company merging with a publicly-traded shell 
company with cash but no operating busi- 
ness.). Games Trader’s new public shell is 
Xencet Investments, which is currently trading 
for about $1 (Can.) on the Toronto Stock 
Exchange. 

Kozicz says previously-played distributors 
must overcome the stigma many consumers, 
and by extension retailers, have about used 
products in general. “You have to be exceed- 
ingly professional,’ he says. “We're a full-ser- 
vice vendor. We do co-op. In some cases we'll 
do MDE” Games Trader uses a single blister- 
pack design that can hold any game, regardless 
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their that’s 
the problem.’ 


of format, and bundles very brief instructions 
with every title. The company also simplifies 
its program for retailers by establishing a set 
price for each format, ranging from $9.99 for 
Sega Genesis and NES, to $29.99 for N64. 
Games Trader does 71% of its sales in the U.S.; 
its main retailing partner is K-Mart. About 
65% of the company’s business last year was 
16-bit, followed by 8-bit and portables at 18% 
and 32/64-bit at 17%. “We tend to run a few 
waves behind the market,” Kozicz notes. The 
maturing of the current generation of consoles 
has meant more opportunities for used-game 
distributors, Kozicz says, but adds, 
“PlayStation is a difficult one to deal with 
because of their Greatest Hits program. N64 is 
not really a listed item because the continuity 
of supply is not there yet.” 

Brad Tait, president of the 46-store It’s About 
Games chain, says the previously-played mar- 
ket is moving quickly toward PlayStation and 
N64. It's About Games still sells used games for 


older systems for as little as $3, but Tait says the 
chain's largest used product categories are 32- 
and 64-bit systems. 

Regardless of the format, Movies & Games 
founder Greg Pabich says the biggest problem 
facing distributors isn’t finding buyers for used 
games; it’s finding consistent sources of supply. 
Pabich says around 1 billion consoles and 
portable games have been sold in North 
America since 1985, but most of them end up 
collecting dust in closets, attics and garages: “I 
can sell every 8-bit Nintendo I can get my 
hands on. It’s getting them that’s the problem.” 
The privately-held Movies & Games does not 
reveal exact financial figures, but Pabich says 
the company is growing dramatically and 
could hit $200 million in sales in 1999. Much 
of this growth will be tied to Musicland, 
MediaPlay’s parent company. Movies & 
Games will have set up 375-sq. ft. Game Zones 
in 40 MediaPlays by year end and all 68 stores 
by early 1999. Pabich says he is already in talks 
to expand the Game Zone program into 
Musicland’s On Cue stores, and eventually 
into the Sam Goody chain, although a 
Musicland spokesman cautions those pro- 
grams are still being evaluated. 

Movies & Games does not provide instruc- 
tions with games and by sets prices on a title by 
title basis, ranging up to $59.95 for hard-to- 
find titles. The company currently supplies 
about 6,000 U.S. stores, including the Eckerd 
drug chain. 

Kozicz and Pabich argue that mainstream 
gaming companies, especially publishers, 
should be more supportive of the previously- 
played market. “We add liquidity to the mar- 
ketplace,” Kozicz says. “It’s like the used-car 
business: How big do you think the auto 
industry would be if you could only buy new 
cars.” But one publisher offered a simple expla- 
nation why they won't be involved in the used- 
game market any time soon: “It’s not our sale. 
Any dollar spent on a used game is not being 
spent on a new one.” 


@) 


ewKidCo will follow up the holiday 
launch of its Sesame Street and 
Tiny Toons-licensed PlayStation 
titles with the early 1999 release of “Hello 
Kitty,’ which the company hopes will prove 
once and for all that girls are interested in 
console videogames if the content is there. 

The more than two-decade-old “Hello Kitty” 
license is currently enjoying a comeback as a 
retro fashion trend. “Hello Kitty’ products 
were included in recent episodes of Friends 
and the new sitcom “Will & Grace.” 
NewKidCo founder Hank Kaplan says the 
game is a Tetris -like puzzle game that 
appeals to a broad array of players. “We're not 
just exploiting the license,” he says. “This is a 
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very good game.” 

Certainly there is potential for the girls mar- 
ket. The Psygnoisis-developed “Spice World,” 
which was aimed at a similar demographic, 
sold over 50,000 units in North America, 
more than respectable for a PlayStation title 
with very nontraditional gameplay. 

Kaplan says the company is not aiming “Hello 
Kitty” at the primary PlayStation user in the 


Back to the Well 


S irst-half PlayStation software sales 
leaders “Tekken 3” and “Resident Evil 
2” are both getting major Christmas 
relaunches backed by TV advertising. The 
primary reason is that publishers Capcom 
and Namco don't see major new competition 
in their genres, which gives the companies a 
chance to go after the more casual gamer 
who flock to stores in November and 
December. 

Capcom's Sean Mylett says the “Resident 
Evil” campaign is focusing on the entire 
“Resident Evil” brand, including the dual- 
shock version of “Resident Evil I” and “II” as 
well as “Resident Evil: Director’s Cut” which 
was recently added to Sony’s Greatest Hits 
line. The two internally developed 15-second 


bookend spots began Nov. 16 on syndicated 
and cable programming “as well as network if 
we can get it, Mylett says, adding, “We're 
going after the mass market gamer.” Capcom 
wont be back in consumer gaming maga- 
zines but will have retail co-op funds available 
for store circulars and other promotions. 

Namco's “Tekken 3” campaign began Nov. 23 
and features the same Chiat/Day created 15- 
and 30-second spots used in the spring 
launch. Marketing vp Mike Fischer says the 
company is spending 50% more on televi- 
sion this time around with ads on “Dawson’s 
Creek,’ “That 70s Show,” “South Park,” 
“Baywatch” and “XENA: Warrior Princess.” 
Namco is also doing print ads in Next 
Generation, EGM, Game Pro and PSM and 


GameShark for PC 


J nterAct is expanding its successful 
| GameShark game enhancers to PCs this 
i holiday. GameShark for PC ($59) 
includes disc with codes and hardware com- 
ponent that connects to the serial port and 
allows pass through of other peripherals. 
Product comes with codes for 20 games 
including GT Interactive’s “Unreal” and 


3DO’s “Army Men.” InterAct’s Tim Patterson 
says addtional codes will be made available 
on the company’s web site. News products is 
being backed by ads in PC gaming press and 
instore promotions. More than | million 
GameSharks have been sold for PlayStation, 
Noé4 and Saturn. 


household, but rather at their daughter, 
mother or sister who may not own a 
PlayStation, but wants to be a part of the con- 
sole experience. 

“Hello Kitty,’ developed by Culture 
Pulbishers, is already a hit in Japan, where the 
license is a pop culture craze. NewKidCo is 
localizing the game for the U.S. audiences and 
developing packaging that will allow “Hello 
Kitty” to stand out among the hundreds of 
shooters, RPGS and sports titles that dom1- 
nate the PlayStation section of many stores. 
While marketing has yet to be finalized, the 
company is looking at ads in Seventeen and 
Teen as well as more “mother-oriented” gen- 
eral interest magazines such as People. 


has signed a deal with DC Comics that will 
have “Tekken 3” standees in more than 1,000 
comic book stores. 

Fischer says that this time around Namco is 
aiming for a slightly younger audience: 
“When we looked at the registration cards for 
“Tekken 2; we found the people who bought 
the game when it launched were older teens 
and early 20s, whereas during the holidays 
they tended to be younger teens.” Namco’s 
major concern isn’t generating demand, but 
rather convincing retailers to have enough 
supply on hand. “This isn’t a criticism of 
them, but a lot of stores are geared toward ‘fire 
and forget,” he says. “Our biggest fear is that 
every store will be sold out of “Tekken 3’ by the 
beginning of December.” 


‘Metal Gear Solid’ Surges 


The console industry has its first hit of the holi- 
days as Konami reported “Metal Gear Solid” 
sales of 350,000 for the first weekend of release. 
“Metal Gear" has been the talk of the gaming 
community for well over a year, which enabled 
Konami to concentrate its ad campaign on the 
mass market. The third-party game also benefit- 
ed from massive support from Sony Computer 
Entertainment America (SCEA). 
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Rapid Acceleration 


3Dfx looks beyond the avid gamer. 


By DAVE WARD 


Dfx CEO Greg Ballard has a pet peeve: 
‘One of the things that bothers me is 
- that you build a $200 million a year 
business that’s growing in size but people 
keep saying, "This is a nice little niche. Now 
what are you going to do when you grow up." 
In three short years, Ballard has turned 3Dfx 
into one of the most respected and recog- 
nized brands in PC gaming. Electronics 
Boutique and Babbage’s have separate section 
devoted exclusively to 3Dfx-enabled games. 
The company claims nearly 5 million chipsets 
in consumer PCs world wide, including 2.5 
million in North America alone. 

By year end, 500 games will be 3Dfx-enabled. 
One publisher told us, "It’s kind of like the 
Good Housekeeping seal of approval. 
Consumers know that if the product has the 
3Dfx brand on it, it’s guaranteed to perform 
well and reach a high graphical standard." 
But as successful as 3Dfx has been thus far, it 
faces even greater challenges in the future as it 
tries to expand beyond the hardcore gamer, 
while at the same time protecting its core 
market from competitors such as nVidia. To 
get there requires the continued cooperation 
of the publishers, a multi-tiered pricing strat- 
egy and the massive education effort to raise 
overall public awareness about the benefits of 
graphics accelerators. 


On the surface, 3Dfx has a lot of appeal as an 
investment. Revenue looks good for the fourth 
quarter, the company is an R&D leader and will 
likely remain so with its new Voodoo 3, and new 
relationships with Packard Bell Europe and oth- 
ers will advertise "3Dfx inside." Couple that with 
co-branding relationships with leader publish- 
ers and a growing presence and reputation at 
retail and it seems counter-intuitive the stock 
would be whipsawed like it has been in recent 
months. 

But with the stock now trading at $15/share, 
down nearly 60% from its $35.25 high, some- 
thing is going on and a closer look provides 
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3Dfx’s strategy has been to go after the rest of 
the market segment by segment. Its first goal 
was the PC enthusiast. "Our Voodoo Banshee 
is really targeted at that group; the type of 
people who really want exceptional perfor- 
mance but don't consider themselves to be 
avid gamers,’ says Ballard. To reach this 
group, 3Dfx has been partnering with 
Activision, Electronic Arts and other publish- 
ers on promotions that reach this audience 
where they shop: CompUSA, Computer City 
and Best Buy. 

"We still have to prove to the CompUSAs that 
were a big enough player to justify the sepa- 
rate signage,’ Ballard says. "The way we're 
doing that is with a lot of promotions — end 
caps, displays — that a graphics company has 
never even thought of in the past." 

That company’s more ambitious goal next 
year 1s the mass market. With its new Voodoo 
3 chip and a strategy that combines an aggres- 
sive add-in market strategy with a push into 
the OEM and build-to-order business, 3Dfx 
hopes to lead a major expansion that will 
have graphics accelerators and 3D capabilities 
in nearly 100% of home PCs by the year 2000. 
Ballard concedes it will not be easy. "I believe 
that mass merchants are ready to look at it 
now; the problem is consumers biting off 
more than they can chew," he says. "If you're 


3Dfx: Under the Hood 


some clues. First, sales of its Voodoo 2 chips 
have been less than forecast, even while Voodoo 
Banshees 2D/3D chip contributed more than 
expected. Second, there is a lot of inventory in 
the channel that has to be cleared out before 
Voodoo 3 arrives this spring. About 2.5 million 
Voodoo units have shipped, but 3Dfx must do a 
better job of controlling inventory. A new inven- 
tory management system is in place that hope- 
fully will solve this problem. 

Third, while 3Dfx products work with 500 PC 
games, many consumers remain loath to open 
their PC cases. Until the company strikes more 
deals with OEMs the market may not take 
notice. 3Dfx does have new deals with Gateway, 


Quantex, 


shopping at a PC superstores, you've already 
declared yourself to be a PC enthusiast. The 
problem is the consumer buying an add-on 
board at K-Mart and only discovering later 
how difficult it is to install. We’re still in a 
world unfortunately where you have to take 
off the hood and do some manipulations 
underneath that a lot of people aren't com- 
fortable with." 

One way around this off course is to have 
3Df£x built right into the PC before the novice 
buys it. Ballard says the company is well on its 
way toward making "3Dfx inside" the logo of 
choice for average PC owners, adding 50% of 
the company’s 1999 business should be build- 
to-order or OEM. That goes for entry level as 
well as high-end machines. "I would argue 
that a $800 or $1,000 PC has a greater need 
for a graphics card than a high-end PC," 
Ballard says. "It’s the one thing that will dra- 
matically improve performance." 

The one thing 3Dfx has managed to do is 
keep developers and publishers solidly 
behind their technology, despite a lack of con- 
crete evidence that having that 3Dfx label on 
a game spikes sales. "Having their logo on 
our boxes helps them sell more cards," 
observes one publisher. "But I don’t know if it 
helps us sell that much more product." 


Pionex, Cybermax and _ Tiny 


Computers, but will need to go further. Finally, 
many investors -- many of them relatively new 
to the tech industry -- got burned because they 
bought the stock at $30 or more, then saw it 
plunge to $8. Now despite the stock’s recent 
resurgence they may be looking to sell at any 
price, having decided they don’t want to deal 
with the cyclical nature of small cap stocks. 
Even with the new Voodoo 3, this still adds up to 
a lot of uncertain sentiment. 3Dfx reported 
third quarter revenue of $33.2 million, down 
from $58 million in the prior quarter, but up 
230% from 1997’s third quarter. The company’s 
third-quarter loss was $0.56/share. 
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Feel of the Game 


Force Feedback: Fad or Gaming Future 


By DAVID GERDING 


he game controller market is 
roughly a $100 million a year 
industry in the U.S. today. Force 
feedback controllers, including joysticks, 
wheels and other controllers that vibrate or 
mimic the physical forces encountered in a 
game environment, are an intriguing tech- 


For PlayStation”: Game Gonsale 


Force Feedback 
Shock Vest! 


Features: 

Force feedback Body Packs Banct te 
bane Action 

Includes Cable Connecter with Shack 
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nology, but are they here for the 

long term? Despite a lot of interest, in partic- 
ular a dominant presence by Microsoft, the 
product category is far from proven. Retail 
sources suggest that Microsoft has sold 
through roughly 50,000 of its force feedback 
sticks as of September ‘98. Indeed, by many 
accounts this holiday season may forecast 
whether force feedback represents a signifi- 
cant new category or a passing fad. 

The late September launch of Logitech’s 
WingMan Force is the first credible recent 
alternative to Microsoft's SideWinder force 
feedback joystick for consumers. Until the 
appearance of the Logitech’s new stick, 
Microsoft’s only competitor in the category 
had been a stick from CH Products with a 
dated implementation of Immersion 
Corporations feedback technology. “The 
(2.0 technology in) the Logitech stick repre- 
sents an order of magnitude improvement in 
fidelity and feel,’ says Ramone Alarcon, I- 
FORCE product manager at Immersion 
Corporation. Immersion holds the patents 


on several key force feedback technologies 
that it licenses to third-party manufacturers. 
The surge of force feedback products expect- 
ed this holiday are almost all Immersion 
licensees, the exception being Microsoft, 
which has its own implementation of force 
feedback technology. 

“This Christmas, combining sticks and 
wheels, force feedback products for PCs 
should hit the million unit mark,” estimates 
Alarcon. “I think the timing is good for this 
kind of peripheral,” adds Stephen Baker, 
senior hardware analyst at PC Data. “The 
advantage of the prices coming down in PCs 
is that consumers have a few hundred extra 
dollars to spend on their new purchase.” 
Baker believes the main challenge facing 
hardware vendors will be filling the retail 
channel with product in time for the 
holidays. 

While meeting holiday inventory demand 
presents a near-term challenge, long term the 
technology faces more fundamental chal- 
lenges: Is it more fun and does it give players 
and edge? “If people see a significant differ- 
ence in terms of competitive edge or the rich- 
ness of the game experience, that will drive 
the market. If the vendors and the game 
developers can’t figure out how to make force 
feedback deliver in one or the other, the cat- 
egory will likely fade,” notes Michael 
Rothman, an industry watcher with experi- 
ence at a number of peripheral manufactur- 
ers. To date, some 200 game titles support 
some implementation of force feedback, 
with as many as another 50 expected by the 
end of the holidays. “Some of the vendors 
that could be in this category are scared to get 
in...it’s expensive and it’s unproven,” he adds. 
Force feedback steering wheels, as opposed 
to joysticks, may be the best possible match 
yet between force feedback technology and 
the enthusiast consumers it typically attracts. 
“The driving games seem to be where the 
developers have really spent a lot of time try- 
ing to deliver a better experience through 
force feedback, and driving game enthusiasts 
are willing to pay more if you can deliver a 
demonstrably more realistic experience. In 


flight sims, the added realism really hasn't 
been all that compelling yet,” says Rothman. 
Microsoft and a number of other vendors 
plan on launching force feedback wheels in 
time for the holidays. 

As for high price points, prices are coming 
down. Logitech’s Wingman Force stick sells 
for as little as $120. While these prices keep 
the technology limited to an enthusiast and 
“die-hard” gamer audience for now, they are 
far better than the $200 price points at which 
some force feedback products remain. 

It’s possible that the real breakthrough prod- 
uct in force feedback gaming won't be a stick 
or a wheel, but a mouse. Immersion is 
expected to announce that it has licensed its 
force feedback mouse technology to 
Logitech, with a product due in the second 
half of “99. Marketed as a productivity tool 
that increases efficiency on the Windows 
desktop and in applications, the sub-hun- 
dred dollar item is likely to generate interest 
in gamers and appeal to more casual gamers 
who can rationalize the purchase as a “busi- 
ness” expense. Moreover, given the domi- 
nance of mouse-driven games like “Quake,” 
the force feedback mouse may be product 
that makes force feedback a real presence in 
the game market. 

As for the console market, where “force feed- 
back” technology is limited to vibrating game 
controllers, “real” force feedback peripherals 
may soon be in the offing. A major peripher- 
als vendor in the console scene claims to have 
both a usable technology and, more impor- 
tantly, the first party contacts to make force 
feedback play — at console price points. 

In the meanwhile among force-feedback 
console products due out this year is Nuby’s 
Reality Vest for N64 and PlayStation. Unlike 
privious vests based on stereo sound, Reality 
Vest features Rumble Pak technology for N64 
and Dual Shock technology for the 
PlayStation version. A Nuby official dismiss- 
es the suggestion that a $70 price may be 
high for likely audience of 9-17 year-old 
boys, saying steering wheels and other 
console peripherals have done well in that 


price range. () 
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THE INSIDE ANGLE 
Are You Ready for a New Golden Age? 


By ARNIE KATZ 


! t boils down to one tantalizing question: 


Is this the dawn of a new Golden Age of 
Electronic Gaming? As software publish- 
ers and retailers plan their holiday season ‘98 
and first quarter “99 strategy, that’s what's 
uppermost in everyone’s minds. 

It’s a natural, unavoidable question in a field 
as cyclical as this one. Electronic gaming has 
had some memorable ups and downs in the 
past, three decades. 

It started, of course, with “Pong”-mania in 
the early “70s. Then came a trough as con- 
sumers began to grow weary of endless vari- 
ations of video tennis. The successful intro- 
duction of the Atari VCS and Magnavox 
Odyssey2 in ‘78 kicked off a dizzying seven- 
year boom that climaxed in the devastating 
Great Crash of ‘84. 

Nintendo and Sega ushered in a new boom 


EDUTALK 


TV Favorites 


By LAURIE YATES 


Predicting the success of a given title in the 
children’s field is always a crapshoot. With 
three broad categories of children’s software - 
entertainment, edutainment, and education- 
al - determining the success of non-franchise 
titles can be a daunting task. Some titles have 
the advantage of an evergreen character dri- 
ving the franchise, such as Carmen Sandiego 
or Putt-Putt. Others pick up a buzz in the 
consumer media; however, as publications 
cut down on edutainment coverage, parents 
have been forced to seek out information on 
their own. 

The titles below have an added advantage: 
each is based on a TV property. All of the 
characters in these releases are familiar to 
children, with the possible exception of 
Rocky & Bullwinkle - which has been rele- 
gated to a very early morning slot on the 
Cartoon Network. 
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with their 8-bit NES and SMS circa ‘87. 
Video gaming sagged when it appeared that 
the 8-bit machines had run their course, but 
the advent of 16-bit systems (Genesis and 
SNES) ignited another upward spiral Sales 
lost momentum at mid-decade, but Sony 
PlayStation and Nintendo 64 have cash regis- 
ters ringing merrily again. 

Home computer entertainment software is 
not quite as much of a roller coaster, with 
lower highs and high lowers. Yet the periodic 
waxing and waning of consumer enthusiasm 
is impossible to overlook. 

Many times, it seems as though computer 
games boom when video games are filling up 
the bargain bins. The mid-’80s saw the peak 
for the Commodore 64, while CD-ROM 
software eased the transition from 16- to 32- 
bit videogame consoles in the mid-’90s. 


That’s the background. Now, what about the 
future? Will the field rise to new heights, or 
are scary days ahead at the tail end of the mil- 
lennium? 

There are many reasons to believe that the 
field is poised for the greatest boom in its his- 
tory. Let’s look at some of the factors that 
could lead to a major sales surge. 

High Consumer Demand. With the passing 
years, the dips grow shorter and less pro- 
found, while good periods are now longer 
and stronger. 

That’s because the audience continues to 
expand in good times and bad. When the 
Great Crash struck in ‘84, lack of consumer 
interest helped grease the skids. Electronic 
gaming has become less of a craze and more 
of a hobby for millions. Market forces, such 
as a changeover in hardware platforms, may 


Continued on page 17 


Hit the Computer Screen 


A quick glossary of terms for purposes of this 
column: Entertainment/kideo titles are soft- 
ware products that are mostly - 90% - fun. 
Edutainment titles present educational 
themes in a fun and entertaining context. 
Educational software is 90% learning - and 
not necessarily a lot of fun. 


ROCKY & BULLWINKLE’S KNOW-IT- 
ALL QUIZ GAME (HMI) 

Release Date: 10/98 

MSRP: $27.25 

Genre: Edutainment/Multiple Subjects 

Buzz Factor: 3 

Title Rank: B+ 

Grade/Age Level: Ages 9-12 

Highlights: Moose and Squirrel are back in 
the first of a planned series of “Rocky & 
Bullwinkle” titles. This multiplayer trivia 
game features 2,800 randomly-generated 


questions in 12 categories ranging from his- 
tory and literature to science and health. Set 
up for three rounds of fast-paced play involv- 
ing the player’s avatar and two characters 
from “The Adventures of Rocky & 
Bullwinkle & Friends,” the game incorpo- 
rates the edgy wit and slapstick humor that 
made the TV show a baby boomer classic. 
The artwork and sound harken back to the 
original show guaranteeing that fans will not 
be disappointed. One potential problem: 
Today’s kids may not have seen the cartoon 
or have an affinity toward the characters. 


CURIOUS GEORGE PAINT AND PRINT 
STUDIO (HMI) 

Release Date: 10/98 

MSRP: $27.25 

Genre: Entertainment/Art 


Buzz Factor: 2 . 
Continued on page 17 


Filling Up on Visual Appetizers 


DVD movies swell the PC channel. 


dearth of DVD-ROM titles this 
holiday season has prompted PC 
software distributors to pick up 


the slack by aggressively pushing DVD 
movies into the PC and software channels. 
With nearly 1,000 DVD movies now avail- 
able, the move at least gives the millions of 
consumers expected to buy a DVD-ROM- 
equipped PC in the coming weeks some con- 
tent to use with their new machines. 
Hollywood has also begun to see the poten- 
tial of DVD movie play on PCs. New Line 
Cinema recently released a “PC friendly” ver- 
sion of “Lost in Space,’ while a Universal 
Home Video spokesman says all of its new 
releases now have a link enabling DVD- 
ROM users to connect to a Web site. 

But still uncertain is whether DVD movies 
have a future in PC and software stores once 
DVD-ROM titles arrive in greater numbers. 
Certainly Navarre thinks so. In July the New 
Hope, Minn.-based distributor signed a deal 
to supply all 163 CompUSA stores with DVD 
movies and DVD-ROM software for what 
one source described as a seven-figure mar- 
ket development fund guarantee. “If you 
look at the people who are buying DVD- 
ROM drives and movie players, they're early 
adopters, predominantly male,’ says Navarre 
vp Ian Warfield. “That’s precisely the demo- 
graphic walking into PC specialty stores. If 
you have a large enough mix and if youre 
competitively priced - and I certainly think 
CompUSA will qualify on those counts - 
then I think it will be a frequency generator 
for the PC retail chain.” 

In spite of the lack of dedicated software, 
DVD-ROM hardware has been making 
steady progress in the consumer channel, 
passing the one million mark this summer 
on its way to what many agree will be a 5-7 
million North American installed base by 
year end. But since many of these new PCs 
and DVD-ROM after-market kits will be 
purchased in the weeks around the holidays 
and only in high- and mid-priced comput- 
ers, one retailer says the effects on the DVD- 
ROM software market won't be felt until 
early next year. 


That has led to an interesting situation in 
stores such as CompUSA; DVD movies have 
their own dedicated racks with hundreds of 
titles to choose from. Meanwhile, the handful 
of DVD-ROM titles are being placed on 
shelves beside CD-ROMs. “One of the prob- 
lems for DVD-ROM software is that it’s dis- 
appearing inline and there is a lack of ability, 
without strong merchandising, to really sep- 
arate that out in the eyes of the retailers and 
consumers,’ says Warfield. 

What excites distributors - as well as retailers 
- about DVD movies for PCs is the way the 
new format has been embraced by early 
adopters in the consumer electronics chan- 
nel. Less than 900,000 DVD movie players 
have been shipped to dealers in North 
America since the spring 1997 launch, and of 
those, only about 500,000 have sold through 
to consumers. But DVD movie sales since 
early last year are near 9 million for a stag- 
gering 18-1 ratio. “It’s the library phenome- 
non, notes Warfield, citing market research 
that found the buyer of a DVD player pur- 
chases five movies before he leaves the store 
and another 20 titles within the next 9-12 
months. 

“Obviously, video is well established in the 
consumer electronics and rental channel,’ he 
adds. “But I think the retailer sees DVD 
movies as a natural extension of their busi- 
ness as opposed to a category that’s just foist- 
ed in there unnecessarily.” 

Hi-Val, which until 12 months ago was 
strictly a hardware manufacturer, originally 
entered the DVD software distribution busi- 
ness last Christmas as a way of spurring sales 
of its DVD-ROM add-on drives. That strat- 
egy has paid off, says executive vp Ed 
Meadows, adding the company’s DVD- 
ROM shipments have increased to 4,000 a 
week, from about 50 at the same period last 
year. 

Despite losing the CompUSA account to 
Navarre, Meadows says Hi-Val is in the soft- 
ware business for the long haul and has been 
looking to partner up with other distributors 
to put movies in the rest of the PC channel. 
Part of the reason for Meadows’ optimism 


that the company can succeed in both the 
hardware and software business is that hard- 
ware manufacturers have finally been able to 
drive prices of DVD-ROM PCs and add-ons 
into the mass-market price range. “We are 
now shipping a (third generation DVD- 
ROM drive) with 4.8 by 32X CD-ROM at 
$279 - with the rebate hitting $199 - and 
were making money,’ he says. “Before that 
we were losing money just like Creative Labs 
and others were losing money.” 

These new low-cost drives may end up intro- 
ducing consumers to the pleasure of watch- 
ing full-screen movies on their high-resolu- 
tion PC monitors. 

But Babbage’s Etc. president Dan DeMatteo, 
whose chain is currently testing movie and 
DVD-ROM titles in about 100 stores, says, 
“There are specialty stores in the movie cate- 
gory that eventually will have a better assort- 
ment than we can afford to carry in our lim- 
ited space. So I wouldn't expect huge long- 
term sales out of this.” @) 


Forecasts For DVD Sales: 1997-2001 
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PROFILE 


Midway Games Inc. 


Midway Games Inc 

3401 North California Ave. 
Chicago, IL 60618 

(773) 961-2222 


NYSE: MWY 

Stock Price: 9.25 (10/23/98) 
52-week high: 26.81 

52-week low: 9.25 

Shares Outstanding: 37.4 million 
Market Cap: $346 million 

PIES LI 


Subsidiaries 

Midway Home Entertainment 
800 North Main Street 
Corsicana, TX 75110 

(903) 874-2683 


Atari Games Corporation 
675 Sycamore Dr 
Milipitas, CA 95035 


Officers 

Neil Nicastro: Chairman and CEO 
Byron Cook: Director, 

Executive VP- Home Video 


Overview 

Over the past three years, Midway Games 
has quietly become a leader in the home 
videogame market. Located in the Midwest, 
Midway has not received the attention 
afforded publishers based in the media-rich 
markets of New York and the west coast. 
However, for the first half of 1998, Midway 
Home Entertainment was the fifth largest 
publisher in terms of total units sold. With 
strong arcade tie-ins and increasing market- 
ing and distribution savvy, Midway is 
becoming one of the true powerhouses in 
the game industry. 

Of course, Midway has its root in the arcade 
industry. Until 1996, Midway was a wholly- 
owned subsidiary of WMS _ Industries 
(NYSE: WMS), a leading casino-gaming 
company. WMS saw the value of the video 
game industry when sales for home versions 
of its hit arcade titles “NBA Jam” and 
“Mortal Kombat” went through the roof. 
Unfortunately, WMS was not the main ben- 
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1993 


$1,806 
$83,825 
$85,631 
Net Income $15,839 
EPS $0.47 


1994 


$23,959 
$97,923 
$121,882 
$28,023 
$0.84 


Home Video Revenues 
Coin-op Revenues 


Total Revenues 


Midway Games Revenues: 1993-1998 
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eficiary of these titles success. Under a 1990 
deal with Acclaim Entertainment, Acclaim 
had the home videogame rights to Midway 
arcade games. WMS received only $1.25 in 
royalties for every copy of “Mortal Kombat” 
and “NBA Jam” that Acclaim sold. 

The licensing deal with Acclaim expired in 
1995, and WMS started building up the 
home videogame publishing division that is 
now known as Midway Home 
Entertainment. In 1994, Midway purchased 
developer Tradewest, a Texas-based publish- 
er, for $50 million. Tradewest became the 
nucleus for Midway Home Entertainment, 
which is still headquartered in Texas. 
Midway Home Entertainment was so suc- 
cessful that in 1996, WMS spun off 13% of 
its arcade and home videogame division in 
an IPO for Midway Games. In early 1998, 
WMS spun off its remaining 87% interest in 
Midway Games, thus allowing Midway to 
become a ‘pure play’ interactive entertain- 
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$29,139 
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ment company. 

Midway further expanded its product port- 
folio when it acquired Atari Games for $24 
million in 1996. With the Atari purchase 
came the rights to such classic arcade games 
as “Gauntlet,” “Centipede,” “Asteroids” and 
“Pong.” The Atari division is also behind 
such products as “San Francisco Rush,’ “Area 
51” and the “Wayne Gretzky Hockey” series. 
By focusing on home conversions of prod- 
ucts with solid name recognition and estab- 
lished success in the arcade market, Midway 
is able to release titles that have built-in 
demand. This allows Midway to have the 
confidence to release a product simultane- 
ously for multiple platforms with a signifi- 
cant marketing campaign. The best example 
of this strategy is the “Mortal Kombat” 
series. Over the past three years, much of 
Midway’s growth can be attributed to 
“Mortal Kombat.” Various spin-offs of the 
“Mortal Kombat” series have sold over 15 


million units for home game systems. The 
latest in the series, “Mortal Kombat 4,” was 
released this summer for PlayStation and 
Nintendo 64. While sales for “MK4” were 
strong, they have not been up to the levels of 
previous games in the series, indicating that 
the “Mortal Kombat” series may be getting a 
little tired. 

Fortunately, the success of “Mortal Kombat” 
has allowed Midway to diversify its product 
lineup. Arcade-to-home versions of “NFL 
Blitz,’ “San Francisco Rush,’ “Area 51” and 
“Ms. Pac-man” have been strong sellers. The 
“Wayne Gretzky Hockey” series for the 
Nintendo 64 has sold over 500,000 units. 
The arcade market has been in a slump, so 
Midway is expanding beyond arcade conver- 
sions. With an in-house development staff of 
more than 350, Midway is becoming a diver- 
sified publisher of a wide genre of games. As 
its marketing and distribution strength has 
increased, Midway has started to look to out- 
side developers for content. Midway pub- 
lished “Gex 64” and “Pandemonium 2” for 
Crystal Dynamics. In fall 1998, Midway will 
publish DMA Design’s “Body Harvest,” 
Psygnosis’ “Wipeout 64” and Boss Games’ 
“Twisted Edge Snowboarding” - all for N64. 
Midway has plenty of room for expansion. 
Over the past two years, the bulk of the com- 
pany’s videogame efforts have been focused 


* Hit arcade titles that can be convert- 
ed to the home platforms 

* Portfolio of classic licenses 

- Strong potential for growth interna- 
tionally and in PC and PlayStation 
market 


Weaknesses _— 

* Has been very dependent on the 
Nintendo 64 i 

* Has had trouble communicating 
their story to the media and the 
investment community 

+ Slumping arcade market 


on the Nintendo 64. Nintendo 64 software 
accounted for 70% of Midway’s home 
videogame revenue in fiscal 1998. Midway 
was the first third-party publisher for the 
No4 and, outside of Nintendo, Midway 
remains the best-selling publisher for the 
N64. There is plenty of room for Midway to 
grow its PlayStation business, as well as 
opportunities in the Game Boy market. 
Midway will also look to increase its interna- 
tional business and PC game business. In 
1998, Midway got the rights back for distrib- 
ution of Midway PC games in North 


America and Japan from GT Interactive. 


The Products 

In 1995 an investment analyst was overheard 
saying that he didn’t think WMS/Midway 
would be very successful in the home 
videogame market because they lacked the 
necessary marketing expertise and distribu- 
tion strength. Midway has spent the last 
three years trying to prove that statement 
wrong. Midway can now be considered a 
publishing and marketing powerhouse. 
With a diverse lineup of fourth-quarter 
titles, Midway is set to have a strong holiday 
season. 

According to marketing director Paula 
Cook, Midway feels the best place to spend 
marketing dollars is instore at retail, followed 
by TV advertising. All fourth-quarter titles 
will receive extensive print, POP, PR and 
Internet advertising. Nintendo 64 titles will 
be the beneficiary of TV advertising. 
Midway will also be launching a line of 
Color Game Boy titles. Expected to ship on 
Noy. 23 with the launch of the platform are 
portable versions of “Mortal Kombat 4,” 
“NFL Blitz” and “Rampage World Tour.” 


The Investment Angle 
According to many analysts, Midway stock 
may be a bargain. Midway stock has been 
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KEY FOURTH QUARTER 1998 MIDWAY HOME ENTERTAINMENT TITLES 


Title 
Assault 


Platforms 
PSX 


Genre 
Action 


Body Harvest Action N64 


Micro Machines V3 Racing N64, PC 


Mortal Kombat 4 Fighting 


NFL Blitz Arcade sports 


Rush 2 Racing N64, PC 


Twisted Edge Arcade sports N64 


Wipeout 64 Racing N64 


Est. Launch Title Rank 
11/98 B 


Expected Sales 


100-200 
(000s) 


10/20/98 A 200-500 


Comments 


Third-person shooter for PlayStation must compete in a 
crowded market 


A deep action/adventure title that has been receiving 


N64, PC, PSX 


N64, PC, PSX 


12/98 B- 100-200 


6/98 A 200-500 


9/98 AAA 500+ 


11/18/98 AA 200-500 


11/11/98 A 200-500 


11/4/98 A 200-500 


positive buzz. This game is hard to describe but TV ads 
will try and capture the games eerie Halloween feel. 


This racing game features miniature cars. The version for 
the PlayStation was not very successful. However, this 
title could appeal to the N64’s younger audience. 


This title showed signs that the MK series is getting old. 
Will benefit from additional POP support for the holidays. 


The blockbuster arcade conversion will have additional 
TV advertising gearing up around Thanksgiving. 


The sequel to the arcade-to-home hit San Francisco Rush. 
A stand out in the crowded racing game market. 


A snowboarding game that could appeal to a younger 
gamer as stunts are easier to accomplish. 


A Psygnosis hit for the PlayStation. Must compete with 
F-Zero X and Extreme G2. Wipeout is distinguished by 
the ability to shoot opposing cars. 
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down over 50% in the past six months, despite 
a strong product lineup that included “NFL 
Blitz.’ This downturn can mainly be attributed 
to flat earnings and concerns about the arcade 
side of Midway’s business. After a strong 1997, 
the stagnant growth in 1998 came as somewhat 
of a disappointment. Wall Street likes pre- 
dictability and Midway is a hits-driven company. 
With the arcade business, synergy can work 
both ways. A poorly performing arcade title can 
hurt earnings in future quarters, as the home 
version will presumably have only mediocre 
sales. Arcade revenues for Midway have been in 
a major slump. The arcade game “HyperDrive” 


not only shipped late, but had poor sales once it 
shipped. Recently it was announced that “NBA 
on NBC” would slip. On the home videogame 
front, Midway sales have not grown as fast as 
the market. Earnings were also hurt because of 
increased R&D spending to build up the home 
side of Midway’s business. 

Several analysts also pointed out that poor 
communications with the investment commu- 
nity have also hurt the stock price. Midway 
went on a road show in the early spring for the 
WMS spin-off and soon after that announced 
flat earnings for two quarters. Many in the 
investment community felt Midway was not as 


forthcoming as it should have been. One ana- 
lyst also pointed out that Midway has not done 
a good job of communicating to investors the 
potential of its business model. Despite the 
concerns, most analysts remain bullish on 
Midway. The fact that there was a significant 
insider purchase of Midway shares in early 
October is a strong indication that the compa- 
ny is confident of its future potential. On Oct. 
23 Midway’s stock hit a new low as arcade rev- 
enues dropped 40% in the first quarter and the 
company announced that estimated second 
quarter EPS would be $0.28-$0.32, down from 
$0.48 for the previous year. 


THE ANALYST VIEWPOINT OF MIDWAY GAMES 


Firm 

Arcadia 

BancAmerica Robertson Stephens 
Baring Furman Selz 


CIBC Oppenheimer 


Gerard, Klauer, Mattison 
Monness, Crespi, Hardt & Co 
Piper Jaffray 

Warburg Dillon Read 
Wedbush Morgan 


Analyst 

John Taylor 

Stephen Fleming 

Stewart Halpern 

Robert Fagin 

Sean McGowan 

Edward Williams 

Robert Peterson/Anthony Gikas 
Michael Wallace 

James Lin/ Michael Kim 


HDTV and Consoles 


: ooking for a really, really expensive 
display to impress your console play- 
ing friends? Try a high-definition 

television (HDTV). 
To check out how your average $129 
PlayStation or N64 looks on an HDTV, the 
Game Intelligence staff visited San Diego’s 
Dow Stereo, the first consumer electronics 
store to carry this new breakthrough in tele- 
vision. There we got a look at Panasonic’s 56- 
inch wide-screen PT56WXF which currently 
goes for $5,499. Mind you, the results we saw 
werent true high-definition gaming, since 
that will eventually require some form of 
high-definition console along with specifi- 
cally developed software. 

But the results were moderately impressive. 
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Dow Stereo owner Tom Campbell says the 
HDTV upconverts NTSC signals at 330 lines 
of interlaced resolution (3301) to computer 
standard 480 lines of progressive scan 
(480p). The set also features a line doubler 
that eliminates much of the visible scan lines 
that can appear on larger-screen TVs. By far 
the most interesting aspect of HDTV was 
playing games in 16 x 9 wide-screen. 
Campbell explains that the Panasonic engi- 
neers built technology that converts pictures 
designed for standard 4 x 3 sets to the wide- 
screen format on the fly by stretching the 
image from the middle out. The result is very 
little distortion of objects, although we saw 
some slight distention of objects that appear 
on the extreme side of the screen. 

The final review? Mixed. High Definition is a 


Rating 

Buy 

Long Term Attractive 

Strong Buy to Hold (10/23) 
Strong Buy to Hold (10/23) 
Buy to Hold (10/23) 

Buy to Hold (10/23) 

Strong Buy 

Strong Buy to Hold (10/23) 


Buy 


dazzling technology, but that’s not what con- 
sole gamers are getting right now. Instead, 
you get a very nice display, but not worth 
$5,499, unless you have an obsession with 
playing console games in wide-screen. The 
good news is that PlaySation and N64 are 
compatible with the technology, so that if 
your looking to buy a HDTV for the upcom- 
ing T'V programming, you can still hook up 
your consoles and play games between your 
favorite shows. 

HDTV is expected to have a slow but solid 
ramp. The Consumer _ Electronics 
Manufacturers Assn. (CEMA) projects 
150,000 shipments to dealers by the end of 
1999, with the HDTV installed base reaching 
10 million by end of 2003, 20 million by the 
end of 2005. ® 


THE INSIDE ANGLE Continued from page 12 


temporarily depress demand, but the players 
are only biding their time, waiting for the 
right moment to buy their way back to the 
cutting edge. 

Convergence. The industry has talked about 
this trend for many years, but it has now 
arrived for real. More than half of all elec- 
tronic game lovers own, and game on, both 
consoles and computers. 

From a sales standpoint, this means that they 
no longer leave the market even when one 
segment of electronic gaming enters the dol- 
drums. If game-consumers can't figure out 
which way to jump when it comes to video 
games, they are likely to simply divert spend- 
ing to computer gameware instead of putting 
away their wallets entirely. 

Industry Compression. The big fish are 
swallowing the little ones in the software 
publishing field. Larger companies can put 
more muscle behind new releases, improving 
product visibility. The field has also benefited 
from the larger publishers’ ability to control 
the amount of product, easing fears of over- 
supply such as the industry experienced 
three years ago. 

Hardware Stability. Platform — stability 
should make this a record holiday season for 
both computer and video game software. 
Intel’s announcement delaying the introduc- 
tion of the next generation of computer 
CPUs should be music to the ears of the 


EDUTALK Continued from page 12 


Title Rank: A 

Grade/Age Level: Ages 3-8 

Highlights: Curious George has been a class- 
room staple since the 1940s. This is his sixth 
outing from HMI, a full-featured art pro- 
gram with dozens of canvases and back- 
grounds, hundreds of stamp images (includ- 
ing a variety of characters from the 
books/movies) and pre-formatted templates 
for cards, invitations, signs, posters, etc. The 
inquisitive simian star is currently enjoying a 
comeback, with three Curious George dolls 
visiting elementary schools through March 
1999 as part of an educational campaign. 
Kids know and trust Curious George and 
will likely clamor for the program. 


BLUE’S CLUES: BLUE’S BIRTHDAY 
ADVENTURE (Humongous) 
Release Date: 9/98 

MSRP? $29.99 


whole industry. This decision promises 
another two years of relative stability in the 
home computer segment, which should 
translate into strong software sales over that 
period. 

The rapid advances through the 386, 486 and 
Pentium to today’s top-of-the-line Pentium 
II had a negative impact on entertainment 
software sales at several points in the last 10 
years. The most ambitious, heavily adver- 
tised games sometimes led the audience by 
too much. This resulted in customer dissatis- 
faction, product returns and_ red ink for 
everyone. 

The videogame field has benefited from 
PlayStation’s long life and the quick and firm 
establishment of the Nintendo 64 market. 
The former has become a workhorse plat- 
form that moves boxcars of discs, while the 
latter injects excitement into the market with 
state-of-the-art graphics and new, higher lev- 
els of gameplay. 

That kind of hardware stability should make 
this a record holiday season for video and 
computer games. 

The Internet. Many retailers worry about the 
Internet as a retailing competitor. That’s a 
understandable concern, even if online com- 
merce is unlikely to make a huge dent in tra- 
ditional channel sales until 2002 or so. 

In the short run, however, the Internet has 
exerted a positive effect by giving gamers 


Genre: Entertainment 

Buzz Factor: 3 

Title Rank: AA 

Grade/Age Level: Ages 3-6 

Highlights: Originally targeted for the 
preschool set, Blue the dog has crossed over 
into the mainstream market. Licensed from 
Nickelodeon, Humongous opted for a close 
collaboration on this series. In “Birthday 
Adventure,” youngsters help Blue - and her 
friend Steve - plan out her birthday party. 
Children assist Blue as she attempts to figure 
out everything from what to serve to which 
party games they'll play. A lot of replayability 
here, since there are nine levels and four cre- 
ativity games. In addition to the familiar sets 
from the show, there are new areas to discov- 
er including BirthdayLand. Don't be sur- 
prised if you find older kids experimenting 
covertly with this program. 


more ways to play — and more opportunity 
to work up enthusiasm about forthcoming 
releases. 

Single-player games, powered by ever-more- 
sophisticated AI hit a wall in the early ‘90s. 
The problem wasn’t that robot adversaries 
couldn't play well, but they lack the juice of a 
head-to-head showdown against another 
human. The thrill of victory when you defeat 
the program can’t compare with the joy of 
defeating a flesh-and-blood opponent. The 
Internet has made it much easier for gamers 
to find such competition, which spurs addi- 
tional game purchases. 

The Internet has also negated a persistent 
retail problem: the difficulty of telling 
prospective purchasers about the products in 
store environments in which demos are rare 
and, alas, trained sales personnel often rarer. 
End-users have access to tons of previews, 
screenshots, demos, behind-the-scenes inter- 
views and other excitement-builders on the 
Internet, and it shows in stronger sales. 
These factors, taken together, lead many to 
believe that the video and computer field is 
poised for the greatest boom in_ its history. 
Yet as we all know, markets are not mono- 
lithic. Next column, I'll delve into some of 
the potential roadblocks that could blunt this 
boom. 


LOONEY TUNES COSMIC CAPERS ANI- 
MATED JIGSHAWS (SouthPeak 
Interactive) 

Release Date: 9/98 

MSRP: 

Genre: Entertainment 

Buzz Factor: 3 

Title Rank: A 

Grade/Age Level: Ages 6+ 

Highlights: Looney Tunes fans of all ages will be 
interested in this jigsaw puzzle product. At the 
simplest level, the puzzle pieces are large and the 
connections are obvious. The difficulty levels 
can be adjusted to the point of not having edges 
or even traditional shapes. Puzzles can be two 
sided - with a plain backing, or another puzzle 
image. On completion, players get to see a clip of 
Duck Dodgers, Marvin the Martian and other 
cosmic faves. The buzz has been low-key on this 
title - mainly because the consumer publication 
demographics don't favor puzzles. 
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Q&A with GT Interactive Software's HOLLY NEWMAN 


‘Consolidation Will Not impact Creativity’ 


Holly Newman, vp of marketing at GT 
Interactive, 1s a role model for women seeking to 
break into the upper echelons of the video games 
industry. Few marketing executives can match 
the success Newman has enjoyed. From her days 
at Acclaim, where she helped launch “Mortal 
Kombat” and “NBA Jam,” to her current 
responsibilities at GT Interactive, where she and 
her team have launched franchises such as 
“Duke Nukem” - including the recently released 
“Time to Kill” for PlayStation - “Oddworld: 
Abe’s Oddysee” and “Unreal,” Newman has dis- 
played a special knack for matching the right 
marketing campaign to the right product. With 
“Abe's Exoddus,” “Streak” and “Blood 2: The 
Chosen” due out by Christmas - Newman is 
very busy, but no busier than normal, she says, 
as she sat down to talk with Game Intelligence’s 
Gil Winters. 


Oddworld: Abe’s Exoddus 


On Acquisition... 


Q. With Hasbro buying Microprose and 
Avalon Hill; Eidos buying Crystal Dynamics; 
TLC buying Mindscape and Broderbund, and 
EA buying Westwood, is this the consolidation 
everyone's been predicting? 


A. I think what we are seeing is the tip of the 
iceberg as mergers and acquisitions will con- 
tinue and the industry will continue to consol- 
idate. Will it consolidate down to 5-7 publish- 
ers like other entertainment industries? I think 
so, since the interactive entertainment indus- 
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try is not that fundamentally different than the 
other entertainment industries. 


Q. Do you see the industry consolidating to 5- 
7 publishers anytime soon? 


A. It's moving in that direction now with a 
small number of publishers already dominat- 
ing sales. Small publishers like Interactive 
Magic and NewKidCo will continue to be 
formed and there are niches for them to be 
successful. Going forward, though any pub- 
lisher that has not achieved critical mass is 
going to have a tougher and tougher time with 
the distribution and marketing economies. 


Q. What does this mean for small publishers? 


A. There are lots of ways small companies can 
affiliate with larger publishers through co- 


publishing, affiliate label or straight distribu- 
tion agreements, and I think more small com- 
panies are going to be partnering with larger 
publishers. This is especially true for console 
products, which require a significant market- 
ing expense. Also, small publishers need to be 
able to absorb losses. With today’s marketing 
and development budgets, if a small compa- 
ny’s business model is such that that every title 
needs to sell well in order to stay in business, 
than one disappointment can threaten the 


financial viability of the company. 


Q. What will be the effects of consolidation 


upon the industry? More stability and profits 
at the expense of creativity? Is consolidation 
good for the industry? Is it good for gamers? 


A. I don't believe consolidation will impact 
creativity at all, and you can use the record and 
movie industries as examples. As for GT 
Interactive, we continue to give our developers 
the creativity to develop products that will 
hopefully dominate their category. As far as 
consumers are concerned, consolidation will 
mean better distribution and better consisten- 
cy in terms of the quality of the product. 

Currently in our industry, there are too many 
companies losing money and that is not good 
for anyone. When consumers are disappoint- 
ed in titles that never should have shipped or 
have been over-hyped, .or developers have 
been mistreated by a publisher, what you end 
up with are bad decisions that were driven by 
financial pressures. I believe that consolidation 
will eliminate certain structural costs current- 
ly in place and relieve some of these pressures. 


Q. Over the past two years, unit sales of titles 
have been up, but prices are down. Meanwhile, 
development and marketing budgets are up. Is 
this being driven by consolidation, or vice 
versa’ Two years from now, what would you 
expect to be the development and marketing 
budget for a AAA title, and what will be its 
street price? 


A. Although it is generally true that budgets 
have risen, I don’t completely agree that in 
order to be a success, you need a tremendous 
budget. GT Interactive’s “Deer Hunter” game 
has currently sold more than one million units 
and didn't have a large development or mar- 
keting budget. There’s an emerging audience 
of casual customers and these people have 
completely different expectations about the 
types of entertainment products they want to 
buy and what they want to spend. Another 
factor that may be impacting pricing is com- 
petition at retail. 

For hardcore computer games like “Unreal” 
and “Total Annihilation,” development and 
marketing budgets may be up. But on a macro 
level, you have to look at three distinct mar- 
kets: PC frontline, PC value products and con- 


if 


sole. These markets don’t behave the same way 
and what you have is a dichotomy where you 
can spend $100,000 to develop a winning 
value-line product, whereas in the frontline 
computer game or console product, it may be 
necessary to spend $10 million-plus. We’ve 
already seen this with products such as 
“Ultima Online” and “Final Fantasy VII.” 
Going forward, I believe you will see the grow- 
ing emergence of the casual gamer as well as 
the online gaming community generating new 
revenue models from which to build upon. 
The casual gamer wants games that are easy to 
set-up and play, and retail within a specific 
price-point. Publishers can satisfy this demand 
by developing a wide variety of highly enter- 
taining games without relying on an enor- 
mous budget and offer them at user-friendly 
price point. I think online gaming is still trying 
to define itself, but its potential is enormous 
and is yet another good example of a new rev- 
enue stream. 


On Marketing... 


Q. How has marketing changed since the days 
when Acclaim used to do massive campaigns 
around titles such as “Mortal Kombat” and 
“NBA Jam” - titles that launched at the same 
time for multiple platforms with big-event 
marketing, e.g. “MK” is released on Mortal 
Monday, kind of like a movie premiere? 


A. We don't see as many multiple-platform 
products. It proved ineffective in most cases to 
execute direct ports from one platform to 
another since PC gamers and console gamers 
are looking for different types of experiences, 
and it's hard to produce a title that has strong 
appeal to both markets. 

Likewise, your marketing approach is going to 
be different as well. The console audience is 
different than the PC audience in that it is 
more of a mass-market approach complete 
with TV budgets, and I think for select titles, 
you will continue to see that level of commit- 
ment. 

However, the biggest difference in marketing 
today, the Internet, holds the greatest promise 
for reaching the gaming audience. It is an 
exceptional one-to-one marketing vehicle in 
reaching your target audience and is a perfect 
means for guerrilla marketing to the hardcore 
fan. The groundswell of fan support a product 
can get from fan sites is amazing and can real- 


ly help generate and spread the buzz about 
your product. “Unreal” had 200-300 fan sites 
prior to launch, which we actively supported 
with current news updates, artwork and con- 
tests. You couldn't ask for better spokespeople 
than the gaming enthusiasts — they com- 
mand a tremendous amount of credibility. 


Q. Which is more important - big-budget 
advertising or guerrilla marketing? 


A. They're both important and you need to do 
both. The key is understanding your audience 
and knowing what works most effectively in 
reaching them. 


Q. How does marketing a PC title differ from 
marketing a PlayStation title or N64 title? 
Does genre play a major role? 


A. The type of game is the main parameter in 
selecting what marketing vehicles you'll utilize. 
For example, “Deer Hunter” points to a larger 
casual audience that you probably won't reach 
via the PC games magazines, etc. You need to 
understand that audience and what works. 
That doesn’t necessarily mean television. It can 
also mean the Internet, radio spots, print 
advertising in non-games magazines, and out- 
side promotions. 


Q. Which titles are appropriate for TV ads? 


A. Any title whose target audience is also a sig- 
nificant TV viewing audience. Currently, we’re 
finding that audience to be the console game 
player. Some testing is taking place with PC 
products, specifically those games that appeal 
to the casual gamers. 


Q. What should be the mix of marketing for 
an individual title vs. a product line vs. gener- 
al company branding? 


A. Games are absolutely a hit-driven business 
and we market each title individually. Building 
recognizable brand franchises, such as “Duke 
Nukem,’ “Oddworld” and “Rogue Trip” is an 
important part of the marketing. I think the 
one exception would be the sports category 
where consumers have a very strong loyalty to 
a particular publisher. 


Q. Budget/value software: Can the same mar- 


keting people effectively do both AAA and 
value line? Why/why not? 


A. Yes, as long as they understand the differ- 
ences in their customers and the products. 
Marketing both PC and console products 
require the same understanding. Great mar- 
keting generalists who can discern the differ- 
ences between the hardcore and casual gamer; 
PC vs. console audience, is a tremendous asset. 


Q. Who has been doing exciting work in game 
marketing? What exciting things do you see on 
the horizon? 


A. 1 think that EA is a great marketing organi- 
zation, and 989 Studios is doing great stuff 
across the board; they are benchmarks for the 
industry. Obviously, I think GT is doing some 
of the most innovative and creative things in 
the industry. On the horizon, the number one 
phenomenon is the Internet - we've only seen 
the beginning of what it can do. There’s going 
to be a lot more innovative ways to do online 
marketing beyond banner ads. Things like 
cross-promotions, creative use of email lists 
and new technologies will enable publishers to 
basically talk one-on-one with those cus- 
tomers who want to talk to you. 

What are the three smartest moves GT has 
made in the last two years? 


On GT Interactive... 


A. What are the smartest moves GT 
Interactive has made in the past two years? 


Q. Certainly leveraging our distribution 
strength to become a publisher has to be on 
the top of the list. Number two is strategically 
adding internal development studios such as 
SingleTrac, Oddworld, Cavedog and 
Humongous. Number three, I'd say the suc- 
cess we have experienced in expanding our 
international presence. 


Q. Going forward, what are the keys to GT’s 
success’ Will GT have to make TLC-style 
acquisitions to maintain leadership? 


A. As our industry consolidates, GT 
Interactive will look to acquire companies that 
are a strategic fit. 
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Titles Collide 


Continued from Cover 

better to get a title out by the end of October. 
A buyer at a major mass merchant says, “I 
don’t understand Nintendo's rationale 
behind the Nov. 24 launch of ‘Zelda. They 
are going to lose 50,000 units at our stores by 
launching so late.” 

This is despite the fact that a look at sales 
data shows much of the holiday buying 
activity occurs from late November through 
December. Traditionally, 35% of annual 
videogame sales have occurred in December 
alone. George Harrison, vp of marketing for 
Nintendo, says, “People keep trying to 
extend the Christmas season farther and far- 
ther out. But we feel it begins right before 


Thanksgiving.” 
However, getting an early start can provide 
some key advantages. The _ biggest 


PlayStation title of the year, Konami's “Metal 
Gear Solid,” launched in late October. Jon 
Sloan, Konami’s marketing director, feels 
that being the first major title on the streets 
is important. “Metal Gear Solid’s” biggest 
competition, Eidos’ “Tomb Raider III” did 
not launch until mid-November. According 
to Sloan, “There are only so many dollars in 
a consumer’s pocket and you give yourself a 
tactical advantage by being the first product 
of your type on the shelf?” 

Recently, PlayStation has continued to out- 
sell the Nintendo 64 by a two-to-one mar- 
gin. Part of this lead can be attributed to the 
lack of Nintendo 64 product from August to 
October. Between the June 29 release of 
“Banjo-Kazooie” and the late November 
launch of “Zelda,” there have been very few 
Nintendo 64 titles. This compares with last 
year, when the August release of “GoldenEye 
007” helped Nintendo 64 hold its own 
through the holiday season. By not having a 
strong year-round product line, Nintendo 
has tied its success almost exclusively to the 
fourth quarter. 

Another problem with launching late in the 
fourth quarter is getting product reorders on 
the shelf. It is easier to estimate holiday 
demand and have time to reorder appropri- 
ate stock for titles that have strong sales in 
September and October. This problem 1s 
particularly acute in the cartridge-based 
Nintendo 64 market. A publisher launching 
a Nintendo 64 title in late November must 
carefully estimate holiday demand before 
launch because there probably will not be 
time to reorder by Christmas. 
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There are many publishers that feel it is 
always better to get a title out by the end of 
October. This gives time for a title to build 
momentum and allows a product to gain 
established shelf space. Of course, there is the 
question of whether a title released in the 
early fall will run out of steam by the holi- 
days. The challenge is ensuring that retailers 
continue to push a September/October title 
during the holiday buying frenzy. However, 
most publishers do not feel this is a problem. 
As Allan Blum, COO of Gathering of 
Developers, notes: “If you run out of 
momentum due to a September or October 
release, it’s the product’s problem or unusu- 
al competitive pressures, not the timing.” 
Getting out early in the holiday season may 
be especially crucial for mid-level titles. The 
biggest titles of the year can take over shelf 
space around Christmas and smaller titles 
releasing late in the year may have trouble 
getting proper exposure. Steven Grossman, 
CEO of ASC Games, who tried to release 
‘Dead in the Water’ in late October, says, “We 
wanted to miss a lot of the clutter and give 
ourselves a few weeks to get established. You 
shouldn't really launch in November and 
December unless you have a strong brand.” 
Activision is timing its major releases for 
November and December. However Eric 
Johnson, Activision’s vp of marketing, agrees 
with Grossman, noting that Christmas is a 
time when more casual gamers are buying 
and the titles that tend to do the best often 
have strong brands or licenses. A title with a 
feature film license is likely to do well in 
December. 

Jon Richmond, president of Fox Interactive, 
says timing was important in last year’s 
launch of their character-based PlayStation 
game “Croc.” “We got a head start because 
we launched ‘Croc’ at the end of September. 
It’s a period that may have less retail con- 
sumers in the stores, but there are far less 
major games during that time,’ says 
Richmond. Richmond feels a key to “Croc’s” 
success was getting a 45-day start on Sony’s 
heavy hitter “Crash Bandicoot 2.” 

Of course, given the uncertainty of develop- 
ment cycles, it is not always possible to get a 
title out before the first of November. This 
raises the question of when a title should be 
held off until the first quarter, even if it 1s 
ready by the first of December. Once again, it 
depends on the title. Many mid-level titles 
will do better waiting to release in the first 
quarter than trying to go on shelves over 
Thanksgiving. One publisher describes how 


one of their fighting titles that slipped into 
first quarter did much better than expected 
because it was not up against as much com- 
petition. Last holiday season saw the market 
flooded with real-time strategy games. As a 
result, many of these titles had poor sales. 
This year few real-time strategy games are 
being released. However, if publishers had 
spread out their launch throughout the year, 
some of these real-time strategy games may 
have enjoyed more success. 

One of the biggest problems with letting a 
title slip is the risk of spending the bulk of 
the marketing budget months before a prod- 
uct ships. The increasing use of TV advertis- 
ing has upped the stakes significantly. TV 
advertising must generally be committed up 
to a month in advance. Furthermore, TV 
advertising is designed to get a consumer 
into the stores right away. Therefore, if your 
product isn’t on the shelves when the ads 
run, much of the advertising’s effectiveness is 
lost. 

It is different for each title, but slipping into 
first quarter may not be the death of a prod- 
uct. As Activision’s Eric Johnson says, “A 
good game will sell anytime of year.” 
Acclaim had an enormous sleeper success 
with a summer release of “WWE Warzone.” 
December is by far the best month for game 
sales, but with so many products being 
released it is not necessarily the best time to 
try and get on store shelves. One of 1998's 
best sellers is Capcom’s “Resident Evil 2,” 
released in January. The January launch 
allowed Capcom to get more bang for their 
marketing dollar, as there was less clutter and 
TV advertising is less expensive. 


OPEN SEASON 


Sales of Vid ame 
Software by Season: 
1995 

1st Quarter 17% 
2nd Quarter 18% 
3rd Quarter 16% 
October 7% 
November 12% 
December 35% 


Source: NPD TRSTS. For 8-bit, 16-bit, 32-bit 


1997 

1st Quarter 16% 
2nd Quarter 13% 
3rd Quarter 15% 
October 6% 
November 15% 
December 35% 


Source: NPD TRSTS. For 8-bit, 16-bit, 32/64-bit 
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HOLIDAY 
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TITLES 


A GUIDE TO THE RATINGS 

Buzz Factor (1 low, 5 high): The buzz factor 
is an indication of how much editorial cov- 
erage is being given to a title. A low ranking 
does not necessarily mean low sales. 
Expected Sales: This is the number of units 
a title can be expected to sell in the domestic 
market over its lifetime. 

Title Ranking: Titles are ranked from AAA 
to C. The rankings are based on a subjective 
estimate of the title’s quality, buzz, marketing 
and sales potential. 


AAA: Customers are waiting in line for the 
game and after playing it they will come back 
smiling. The best of the best. 

AA: A high-quality title with top 10 sales 
potential. 

A: A strong seller for its genre. 

B: Niche titles of high quality or a title of 
mediocre quality backed by solid marketing. 
Stronger B titles receive a B+. 

C: Limited sales potential due to weak mar- 
keting, limited consumer appeal, poor qual- 
ity or most likely a combination of all three 
factors. 


NINTENDO 64 TITLES 


EXTREME-G 2 (Acclaim) 

Release Date: 11/11/98 

MSRP: $59.99 

Genre: Racing 

Buzz Factor: 3 

Title Rank: B+ 

Sales Potential: 200,000-500,000 

Highlights: The sequel to last year’s sleeper 
racing title must go head-to-head with 
Nintendo's “F-Zero X” and Midway’s 
“Wipeout 64.” A substantial TV campaign 
on both cable and network television should 
help build awareness. 


GLOVER (Hasbro) 
Release Date: 11/4/98 
MSRP: $59.99 

Genre: Action/platform 


Buzz Factor: 2 

Title Rank: B 

Sales Potential: 100,000-200,000 

Highlights: Hasbro’s original action plat- 
form game. Features a glove as the lead char- 
acter. Coverage of this title has been limited 
and mixed, but the game should benefit 
from Hasbro’s $5 million fourth-quarter 
marketing effort. 


LEGEND OF ZELDA: OCARINA OF TIME 
(Nintendo) 

Release Date: 11/24/98 

MSRP: $59.99 

Genre: Action/RPG 

Buzz Factor: 5 

Title Rank: AAA 

Sales Potential: 500,000+ 

Highlights: One of the biggest launches in 
Nintendo history. Backed by a $10 million 
marketing campaign, “Zelda” is perhaps the 
most anticipated title of all time. One major 
question remains open: Can the gameplay 
live up to the incredible hype? So far it’s yes. 


NBA JAM 99 (Acclaim) 
Release Date: 11/25/98 


MSRP: $59.99 
Genre: Sports/basketball 

Buzz Factor: 2 

Title Rank: AA 

Sales Potential: 200,000-500,000 

Highlights: The “NBA Jam” series has been 
known for 2-on-2 arcade action. “NBA Jam 
99” changes that with a 5-on-5 basketball 
simulation more similar to EA’s “NBA Live 
99” than the “NBA Jam” games of the past. 
However, the game will feature a bonus “Jam 
mode” with the traditional arcade action of 
“NBA Jam” updated for 5-on-5 play. TV ads 
will feature New Jersey Net Keith Van Horn. 


NBA LIVE 99 (Electronic Arts) 
Release Date: 11/11/98 

MSRP: $49.99 

Genre: Sports/basketball 

Buzz Factor: 3 


Title Rank: AA 

Sales Potential: 200,000-500,000 

Highlights: The leading basketball title 
comes to the Nintendo 64. Only question is 
how much will the title benefit from the 
N64's increasing appeal to sports gamers. 
“NBA Live 99” has the advantage of beating 
“NBA Jam’ to the streets at a lower price. 


NFL QUARTERBACK CLUB 99 (Acclaim) 
Release Date: 11/4/98 

MSRP: $59.99 

Genre: Sports/football 

Buzz Factor: 3 

Title Rank: AA 

Sales Potential: 500,000+ 

Highlights: Acclaim’s football title has 
become a strong competitor to EA’s 
“Madden.” National TV campaign will fea- 
ture Green Bay Packer Brett Favre. 


RUSH 2: EXTREME RACING USA 
(Midway) 

Release Date: 11/18/98 

MSRP: $59.99 

Genre: Racing 

Buzz Factor: 4 

Title Rank: AA 

Sales Potential: 200,000-500,000 

Highlights: “San Francisco Rush,” based on 
the hit coin-op, received several best-of-the- 
year awards and was a top seller for the N64. 
This sequel features 12 tracks in various 
locales across the U.S. 


SOUTH PARK (Acclaim) 
Release Date: 12/98 


MSRP: $64.99 

Genre: Action/Adventure 

Buzz Factor: 3 

Title Rank: AA 

Sales Potential: 200,000-500,000 

Highlights: This title, based on the hit 
Comedy Central series, has been rushed 


through development, using parts of the 
“Turok” engine. Details about the actual 
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gameplay remain sketchy but will include 
four-player “Quake’-style action. However, 
this title should have strong sales just off the 
strength of the license. The game is for 
mature audiences, which may limit the mar- 
ket considering the N64’s skew towards a 
younger demographic. PC version should 
also be strong. 


STAR WARS: ROGUE SQUADRON 
(Nintendo/LucasArts) 

Release Date: 12/8/98 

MSRP: $54.99 

Genre: Action 

Buzz Factor: 4 

Title Rank: AA 

Sales Potential: 500,000+ 

Highlights: This title features the gameplay 
from the first level of the early N64 title “Star 
Wars: Shadow of the Empire.” While you are 
in control of flying craft, you hug the ground 
around various planets in the “Star Wars” 
universe, as opposed to dogfighting in open 
space a la “Tie Fighter.” There are 16 levels of 
flying action. The critical buzz suggests that 
this title is a significant improvement over 
“Star Wars: Shadow of the Empire.” PC ver- 
sion should also do well. 


TUROK 2: SEEDS OF EVIL (Acclaim) 
Release Date: 11/25/98 

MSRP: $59.99 

Genre: Action 

Buzz Factor: 5 

Title Rank: AAA 

Sales Potential: 500,000+ 

Highlights: The sequel to the best-selling 
1997 game. Early reviews indicate that the 
quality of this title far exceeds the original 
game. Next to “Zelda,” the biggest N64 title. 


PLAYSTATION TITLES 


A BUG’S LIFE (Sony/Disney) 

Release Date: 11/18/98 

MSRP: $44.95 

Genre: Action/Platform 

Buzz Factor: 2 

Title Rank: A 

Sales Potential: 200,000-500,000 

Highlights: There has not been a great deal 
of talk about this title; however, it should be 
able to ride nicely on the Disney animated 
picture, which is expected to be a major hol- 
iday hit. Will have national TV advertising. 


APOCALYPSE (Activision) 
Release Date: 11/18/98 
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MSRP: $44.95 

Genre: Action 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 200,000-500,000 

Highlights: Intense action game highlights 
Bruce Willis and alternative rock star Poe. 
Title has been completely overhauled since 
being featured at the 1997 E3. Willis and a 
TV ad campaign help the game stand out 
from the pack 


ASTEROIDS (Activision) 

Release Date: 11/11/98 

MSRP: $39.95 

Genre: Action 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 200,000-500,000 

Highlights: The classic arcade game gets an 
updated look.With TV advertising, this title 
should have solid mass-market appeal 
among nostalgic game players. 


CENTIPEDE (Hasbro) 

Release Date: 11/11/98 

MSRP: $44.95 

Genre: Action 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 200,000-500,000 

Highlights: Another 3D update of a classic 
arcade game. Backed by a $4 million market- 
ing campaign from Hasbro. 


COLONY WARS VENGEANCE 
(Psygnosis) 

Release Date: 11/4/98 

MSRP: $44.95 

Genre: Action/Simulation 

Buzz Factor: 4 

Title Rank: B+ 

Sales Potential: 100,000-200,000 

Highlights: The sequel to a critically 
acclaimed title that had somewhat disap- 
pointing sales. “Colony Wars” is a space com- 
bat game that is likely to appeal to hardcore 
videogame players. TV advertising should 
help solidify an audience for this title. 


CRASH BANDICOOT: WARPED (Sony) 
Release Date: 11/4/98 

MSRP: $44.95 

Genre: Action/Platform 

Buzz Factor: 4 

Title Rank: AA 

Sales Potential: 500,000+ 

Highlights: The third installment in what is 


becoming a solid PlayStation franchise. 
Crash is not yet as big as Mario or Sonic in 
their heyday, but each title in the series has 
improved on previous versions. 


KNOCKOUT KINGS (Electronic Arts) 
Release Date: 11/25/98 

MSRP: $44.95 

Genre: Sports/Boxing 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 200,000-500,000 

Highlights: EA expands its sports line with a 
boxing simulation. There is some fear that 
the quality of the title may not live up to 
expectations. Past EA boxing games have 
been a disappointment. However, expect 
strong sales, since this is one of the only 
available boxing games. 


NBA LIVE 99 (Electronic Arts) 

Release Date: 11/11/98 

MSRP: $44.95 

Genre: Sports/Basketball 

Buzz Factor: 3 

Title Rank: AA 

Sales Potential: 500,000+ 

Highlights: The annual installment of the 
leading basketball simulation. Could be hurt 
by the NBA lockout, but still a relatively cer- 
tain top 20 title. 


ODDWORLD: ABE’S EXODDUS (GT 
Interactive) 

Release Date: 11/12/98 

MSRP: $44.95 


Genre: Adventure 

Buzz Factor: 4 

Title Rank: AA 

Sales Potential: 200,000-500,000 

Highlights: The first “Oddworld” was a criti- 
cally acclaimed title that was a slight disap- 
pointment despite strong international 
appeal and U.S. sales of several hundred 
thousand units. The sequel solves a major 
complaint of the first title — that the game 
was too frustrating. GT is pushing this 
release with a strong advertising campaign 
which includes blanketing the gaming publi- 
cations, heavy TV spots and radio advertis- 
ing in the top markets as well as channel pro- 
motions galore. While keeping the same 
basic gameplay from the first title a number 
of new features have been added to the prod- 
uct, including more attacks and control 
options for Abe, the protagonist. PC version 
should also do very well. 


PSYBADEK (Psygnosis) 

Release Date: 11/11/98 

MSRP: $44.95 

Genre: Action/racing 

Buzz Factor: 2 

Title Rank: B+ 

Sales Potential: 100,000-200,000 
Highlights: A character-based platform 
game with a _ snowboarding/surfboard 
theme. Marketing will involve cross promo- 
tions with Vans, the footwear/clothing man- 
ufacturer. Could be a sleeper hit. 


RUGRATS (THQ) 
Release Date: 11/17/98 
MSRP: $44.95 


nee 


Genre: Action/Platform 

Buzz Factor: 4 

Title Rank: AA 

Sales Potential: 200,000-500,000 

Highlights: This title, based on the incredibly 
popular Nickelodeon series, has already been 


recelving substantial mass-media coverage. 
The “Rugrats” movie comes out over 
Thanksgiving. “Rugrats” is one of the titles 
that could help expand the PlayStation’s 
popularity among the elementary school 
audience. What remains to be seen is 
whether gameplay can match the strength of 
the license. 


SMALL SOLDIERS (EA/DreamWorks) 
Release Date: 11/4/98 

MSRP: $44.95 

Genre: Action 

Buzz Factor: 2 

Title Rank: B+ 

Sales Potential: 100,000-200,000 

Highlights: The movie was a disappoint- 
ment with $55 million at box office. 
However, the demographics of the film track 
closely with the core videogame audience of 
10- to 14- year-old boys. This title will be 
able to ride on the release of the home video, 
which will contain a trailer and coupon for 
the game. 


TOMB RAIDER III (Eidos) 

Release Date: 11/17/98 

MSRP: $49.95 

Genre: Action/Adventure 

Buzz Factor: 4 

Title Rank: AA 

Sales Potential: 500,000+ 

Highlights: A dominant franchise. This 
action/adventure title will receive extensive 
coverage in both enthusiast magazines and 
mass-media outlets. The only negative is 
some concern that “Tomb Raider III” does 
not represent an improvement over the two 
previous titles. While slightly improved 
graphics and small additions to Laura Croft’s 
arsenal are present, this title has the same 
stuff that made its two predecessors hits. 
Also will be a major PC release. 


TWISTED METAL III (Sony) 

Release Date: 11/11/98 

MSRP: $39.95 

Genre: Action/Racing 

Buzz Factor: 3 

Title Rank: B+ 

Sales Potential: 100,000-200,000 

Highlights: The “Twisted Metal” series has 
lead the way for combat-oriented driving 
games. However, the third game in the series 
now faces significant competition from GT 
Interactive's “Rogue Trip” and Activision’s 
“Vigilante 8.” The original development 
team left to create “Rogue Trip.” 


PC TITLES 


BLOOD II (GT Interactive) 

Release Date: 11/07/98 

MSRP: $44.99 

Genre: Ist Person Shooter 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 60,000 - 80,000 

Highlights: “Blood” very possibly takes the 
title for the goriest first-person shooter of the 
last generation, as well as deepest storyline. 
“Blood II” continues in the same tradition. 
With the addition of an all-new, much- 
improved engine, this title should easily 
appeal to the fans of the first release. 
However, with stiff competition in the 
shooter market for Christmas, it is unlikely 
that it will gain much new marketshare over 
the previous incarnation, although an earlier 
release date than competitors might help 
somewhat. 


CARMAGEDDON II (Interplay) 

Release Date: 12/09/98 

MSRP: $54.99 

Genre: Driving Sim 

Buzz Factor: 3 

Title Rank: B 

Sales Potential: 40,000-60,000 

Highlights: “Carmageddon II” is the same 
game as the original with improved graph- 
ics. The game consists of racing with other 
cars while running down as many pedestri- 
ans as possible. This title is unlikely to garner 
any new users with this revision. 


The ELDERSCROLLS ADVENTURES: 
RED GUARD (Bethesda) 

Release Date: 11/14/98 

MSRP: $49.99 

Genre: Adventure 

Buzz Factor: 2 

Title Rank: B 

Sales Potential: 20,000-60,000 

Highlights: This title is being hyped as a new 
installment in the “Elderscrolls” series, but 
Bethesda is making a very tenuous distinc- 
tion between the new “Elderscrolls 
Adventures” and the _ established 
“Elderscrolls Legends” product lines. As 
opposed to the large-scale RPG game most 
gamers might expect from the “Elderscrolls” 
series, “Red Guard” is going to be an adven- 
ture/fighting game. Bethesda recommends 
the use of a game pad with the title. This is 
unlikely to cross over well into the estab- 
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lished 100,000+ market for “Elderscrolls,” 
with some consumers likely to confuse this 
with “Morrowwind, a 1999 release that is the 
RPG product “Elderscrolls” players are 
expecting. 


HALF-LIFE (Sierra) 

Release Date 11/27/98 

MSRP: $54.99 

Genre: 3D Shooter/RP 

Buzz Factor: 5 

Title Rank: AAA 

Sales Potential: 150,000 - 400,000 
Highlights: Probably the most important 
title of the year for Sierra and definitely a 
strong franchise starter. With strong story- 
telling, compelling graphics and excellent 
gameplay, the demo alone is starting “game 
of the year” talk at every editorial desk in the 
industry. At press time, Sierra had not yet 
decided on whether to do TV spots, but they 
are blanketing the gaming magazines, with 
two covers coming their way in the buying 
season as well as favorable writeups in all of 
the game press as well as in mainstream pub- 
lications Playboy, Time and 
Newsweek. 


such as 


HEAVY GEAR II (Activision) 

Release Date: 12/09/98 

MSRP: $49.99 

Genre: Mech Sim 

Buzz Factor: 4 

Title Rank: A 

Sales Potential: 100,000 - 300,000+ 
Highlights: “Heavy Gear II” looks like the 
strongest entry in the mech-sim category in a 
long time. While the first title in this fran- 
chise was disappointing, Activision has put a 
lot of thought into their revamp of the series 
with a whole new engine and design philos- 
ophy that creates a fast-playing game more 
like a shooter than a lumbering sim. The 
game press is uniformly positive about the 
title and buzz is mounting strongly in “HG 
II's” favor. While the mech market, like the 
flight-sim market, is a relatively static group, 
“HG II should be able to get most of it 
without a problem, since these gamers tend 
to be very gaming-press oriented. 


HERETIC II (Activision) 

Release Date: 11/11/98 

MSRP: $59.99 

Genre: 3D Shooter 

Buzz Factor: 5 

Title Rank: AA 

Sales Potential: 100,000 - 300,000+ 
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Highlights: “Heretic II” is “Quake” meets 
“Tomb Raider.’ While definitely a shooter 
game built with deathmatch Internet play 
firmly in mind, a la “Quake,” the third-per- 
son point of view made famous by “Tomb 
Raider” is employed. Demo results show that 
deathmatch players aren’t having a problem 
making the transition to the new point of 
view, particularly since it is backed up by 
stunning graphics. Coming from the Raven 
design team, there is a large built-in follow- 
ing of “Heretic” and “Hexen” players that will 
leap on this title. 


KING’S QUEST: THE MASK OF 
ETERNITY (Sierra On-Line) 

Release Date: 11/25/98 

MSRP: $54.99 

Genre: Adventure/Role Playing 

Buzz Factor: 4 

Title Rank: AA 

Sales Potential: 150,000 - 200,000 
Highlights: Roberta Williams has fully 
revamped the aging “King’s Quest” series 
with a radical departure into a 3D world and 
mostly third-person point of view, a la 
“Tomb Raider.’ This is still an 
adventure/puzzle solving game, but light 
combat elements have been added. A good 
engine, engaging interface and the strong 
puzzle elements the series has always been 
famous for should mark this as a strong title, 
despite its departure from previous games in 
the series. 


RETURN TO KRONDOR (Sierra) 

Release Date: 11/25/98 

MSRP: $54.99 

Genre: Role Playing 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 50,000- 100,000 

Highlights: Excellent graphics and a strong, 
linear storyline sum up this reprise of the 
successful “Betrayal at Krondor.’ However, 
the linear storyline and third-person point of 
view might put off a few fans of the first-per- 
son, non-linear original title. 


SIMCITY 3000 (Maxis) 

Release Date: 12/16/98 

MSRP: $39.99 

Genre: Simulation/Puzzle 

Buzz Factor: 4 

Title Rank: AAA 

Sales Potential: 200,000-400,000+ 
Highlights: The signature title for Maxis 
returns with a new feature set including a 


wider array of structures, more advanced city 
zoning, communication with other cities, 
garbage simulation and the ability to create 
new building graphics. Legions of fans are 
awaiting this title and the only drawback we 
can see is no support for multiplayer games, 
which will probably come in “SimCity 4000.” 


TEST DRIVE OFFROAD 2 (Accolade) 
Release Date: 11/11/98 

MSRP: $39.99 

Genre: Racing Sim 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 100,000-200,000 

Highlights: A solid evolution of 100,000+ 
selling “Test Drive Offroad,” this title has 
great graphics-acceleration characteristics, a 
good physics model and an exclusive license 
for the AMC Hummer 4WD off-road wet- 
dream mobile. Everyone with a wheel con- 
troller is probably going to want this title. 


TEST DRIVE 5 (Accolade) 

Release Date: 11/18/98 

MSRP: $39.99 

Genre: Racing Sim 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 60,000- 130,000 

Highlights: “Test Drive 4” was a solid title, and 
Accolade has added improvements in the 
physics model and a slew of new cars to bring 
back fans of this venerable racing series. 


TUROK II: SEEDS OF EVIL (Acclaim) 
Release Date: 12/16 

MSRP: $54.99 

Genre: Shooter 

Buzz Factor: 3 

Title Rank: A 

Sales Potential: 80,000 - 150,000 

Highlights: While this franchise is a monster 
on consoles, the PC world isn’t as excited 
about “Turok II,” despite 100,000+ sales of 
“Turok 1.” With strong competition in the 
shooter market from both crossover and PC- 
only titles claiming as good a technology and 
more established lineages, “Turok” will prob- 
ably do well on the shelves this season, but is 
unlikely to have the huge impact of its con- 
sole counterpart. But a strong marketing 
campaign and up-to-standard technology 
should ensure “Turok II” stays out of the 
remainder bins. 


Pree Ride Continued from Cover 


There has been some high quality software 
for the Game Gear, much of it versions of hit 
Genesis games, like “Sonic” and the “Mortal 
Kombat” series. Majesco indicates initial 
titles supporting the low-priced Game Gear 
will be first-party Sega games. But given 
Majesco's skill at cutting deals with third- 
party publishers for older games, a substan- 
tial brary should be built up very quickly. 
The Game Gear price advantage is likely to 
be shortlived. Nintendo executive vp Pete 
Main has told analysts the Game Boy Color 
price will likely be lowered at a point in 
1999. Nintendo will also end sales of the 
monochrome screen versions of Game Boy 
in U.S. next year, he added. 

The Saturn manufacturing deal is in many 
ways more intriguing. Unlike Genesis or 
Game Gear, the 32-bit Saturn never really 
captured the public’s fancy. Most industry 
estimates put Saturn’s U.S. installed base at 
below 1.5 million. By early this year many 
chains had begun completely pulling it from 
their shelves. 

But at $49, Saturn should test the theory that 
there’s a right price for everything. Some avid 
gamers will relish the opportunity to round 
out their hardware collection at a bargain 
price. Majesco also says there is a whole new 
videogaming audience that opens up once 
you drop below $50. With Majesco bringing 
out Saturn games for as little as $14.99, cost- 
conscious consumers will be able to buy a 32- 
bit system and three games for under $100. 
For all its faults, the Saturn did boast a num- 
ber of impressive titles, including “NiGHTS,” 
“World Series Baseball, “Virtua Fighter” and 
“Sega Rally.” 


The new price also raises the issue of pro- 
duction costs. As recently as last year, analysts 
estimated Saturn’s manufacturing cost at 
around $200. Soon it will be on shelves at 
$49, with both Majesco and the retailer mak- 
ing a profit. The main reason is that Majesco 
doesn't have to account for the huge R&D 
costs Sega spent developing the system. But 
in an era where manufacturers can scour the 
globe to find the lowest component and 
labor costs, it raises the question of where the 
industry could be if open console standards 
are ever adopted, so that, like the PC indus- 
try, competition would lead to continually 
lower hardware prices. 

Several industry executives privately voiced 
reservations that Saturn can make a come- 
back at any price. But two factors make it 
likely that it will have at least some success. 
The first is Majesco’s strong relationship with 
retailers, especially the mass merchants, and 
that should give Saturn good shelf space. The 
second is the company’s proven track record 
with Genesis. 

While most of the industry has been focused 
on the next-generation battle between 
Nintendo N64 and Sony PlayStation, a quiet 
battle for the tail end of the market is active- 
ly being fought by Genesis and Nintendo’s 
SNES. 

The two systems spent much of the year 
trading price cuts. Majesco began the battle 
by dropping the Genesis price to $49. When 
Nintendo matched that at E3, Majesco 
quickly responded by lowering Genesis first 
to $39 and then to $29. Nintendo’s latest 
response: “I think you may see some sharp- 
ening of the SNES price in the holidays,” says 
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marketing vp George Harrison. 

With prices for re-released 16-bit software in 
the $15-$20 range, the moves set up one last 
battle between the systems that dominated 
gaming in the early 1990s. The 16-bit systems 
will account for only 10% of the console 
market this year, but they provide retailers 
with a steady stream of impulse-priced sales 
to augment their next-generation revenues. 
Majesco president Morris Sutton says some 
retailers are reporting double- and triple- 
digit sales boosts with each price cut. “It’s the 
best kept secret in the industry,’ he says. 
“Retailers have been making a lot of money 
on 16-bit.” 

No one benefits more from the continued 
presence of older systems on shelves than 
Majesco. The privately-held company says it 
expects to sell between 1-2 million Genesis 
hardware units this year and more than 10 
million re-released Genesis and SNES games. 
Nintendo projects it will sell 1 million SNES 
for the fiscal year ending in March along with 
6 million games. 

“We don't select them,” Sutton says. “It’s done 
by the retailers. We call it “The Best of the Best.” 
While Majesco is known throughout the 
industry as a very tough negotiator for rights 
to these re-released games, most publishers 
view any future revenues from these older 
systems as a bonus. Namco senior vp Jeff 
Miller says Majesco is manufacturing and 
distributing “PacMan 2” for them. “For us, 
having one or two titles is not worth dealing 
with because of the returns,” he says. © 
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Pet VItWS / 1414484 


A GUIDE TO THE RATINGS 


Buzz Factor (1 low, 5 high): The buzz factor is an indi- 
cation of how much editorial coverage is being given 
toa title. A low ranking does not necessarily mean low 
sales. 

Expected Sales: This is the number of units a title can 
be expected to sell in the domestic market over its life- 
time. 

Title Ranking: Titles are ranked from AAA to C. The 
rankings are based on a subjective estimate of the title’s 
quality, buzz, marketing and sales potential. 


AAA: Customers are waiting in line for the game and 
after playing it they will come back smiling. The best 
of the best. 

AA: A high-quality title with top 10 sales potential. 

A: A strong seller for its genre. 

B: Niche titles of high quality or a title of mediocre 
quality backed by solid marketing. Stronger B titles 
receive a B+. 

C: Limited sales potential due to weak marketing, lim- 
ited consumer appeal, poor quality or most likely a 
combination of all three factors. 


SPACE STATION SILICON VALLEY 

Platform: N64 

MSRP: $59.99 

Publisher: Take 2 Interactive 

Developer: DMA Design 

Genre: Action/Adventure 

Title Rank: A 

Expected Sales: 200,000-500,000 

Reviews: EGM 33.5/40; IGN 9.5/10 

This action/adventure game has not received a great 
deal of coverage, but could prove to be a hit. “Space 
Station: Silicon Valley” can best be described as a cross 
between “Hitchhiker's Guide to the Galaxy” and 
“Looney Tunes.” The game allows the player to control 
over 40 different animals, each with different powers 
to master. With 30 large levels and plenty of puzzle- 
solving this game can be considered a distant kin of 
“Banjo-Kazooie.” However, “Space Station: Silicon 
Valley” has a slightly edgy sense of humor. This game 
should appeal to gamers who thought “Banjo- 
Kazooie” was “too cutesy.” 

“Space Station: Silicon Valley is a true sleeper.’ 
However, highlights of the marketing campaign 
include 300,000 bag stuffers distributed to consumers, 
POP displays, $10 rebates and coupons, print in lead- 
ing game magazines, a sweepstake on Nintendo.com, 
and a national van tour with Nintendo. 
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THIEF 

Release date: 11/21/98 

Publisher: Eidos 

Developer: Looking Glass 

Platform: PC 

MSRP: $39.99 

Genre: Action/Adventure 

Title Rank: A 

Expected Sales: 75,000-150,000 

“Thief,” developed by Looking Glass for Eidos, injects 
fresh gameplay into the overworked first/third person 
shooters category. The game boasts fast animation and 
immediacy, but the concept is much more subtle than 
run-and-gun epics like “Quake.” Instead of blasting 
everything in your path, “Thief” calls for stealth, plan- 
ning and more than a bit of imagination. The same 
team that developed the successful “Ultima 
Underworld” has crafted an easy-to-learn interactive 
experience that many gamers will find a refreshing 
change. Loosely based on concepts introduced in 
“System Shock” about nine months back, “Thief’s” 
colorful hero skulks in the shadows, listens while hid- 
ing and conquers with guile and timing rather than 
brute force. The game engine is up to the challenge. 
Great work with lighting effects, especially shadows, 
and sound make the premise something more than a 
mere marketing ploy. “The main thing is that you 
derive a lot of power by not being seen by your ene- 
mies,’ says Looking Glass’ Greg LoPiccolo. “So, if you 
stick to the shadows, they can’t see you, and you can 
ambush them and get the drop on them. If you stay 
quiet, they can’t hear you.” 

Eidos is giving it a big push, too. Following up on one- 
page teasers in two game magazines in July, the pub- 
lisher comes back with major space in four leading 
titles in November and December. Coming in the 
December PC Accelerator is a four-page gatefold, co- 
sponsored by 3Dfx, that focuses on the evolution of 
the game’s colorful protagonist. 


DELTA FORCE 

Publisher: NovaLogic 

Developer: NovaLogic 

Platform: PC 

MSRP: $39.99 

Genre: Action/Combat 

Rating: AA 

Expected Sales: 100,000-150,000 

Gamers join the U.S. Army’s elite Delta Force on 40 
intense solo missions in a beautifully detailed outdoor 
environment. The publisher’s Novaworld area lets 
cyber commandos engage in large-large multiplayer 
combat, death matches and the wildest “capture-the- 
flag” contest ever to hit the computer screen. 


“Delta Force” debuts NovaLogic’s VoxelSpace 3 graph- 
ics engine, which makes terrain look good even in 
extreme close-ups. It features 32-bit color, 1024 x 768 
resolution and an extended horizon that allows sharp- 
shooters to fire at targets several kilometers away. 

The sleek interface promotes swift and deadly play, but 
there’s no lack of authentic detail. The weapons are 
exactingly modeled and exhibit their real-life accuracy, 
range and stopping power. 

More than 100,000 users have already downloaded the 
free demo and are already immersed in “Delta Force's” 
riveting play. NovaLogic kicked off its ad campaign for 
the just-released title in November, with ads scheduled 
for leading print games magazines through December 
issues. 

A gentle learning curve, strong solitaire missions and 
compelling multi-player options make “Delta Force” 
one of the holiday season’s most likely to succeed. 


TINY TANK 

Release Date: 11/17/98 

Publisher: MGM Home Entertainment 

Developer: AndNow 

Platform: PlayStation 

MSRP: $44.99 

Rating: A 

Expected Sales: 100,000-200,000 

Cute can definitely kill in “Tiny Tank,” a character- 
based action-combat game by Ed Annunziata's And 
Now in cooperation with Appaloosa Interactive. The 
designer, best known for the enchanting and non-vio- 
lent “Ecco the Dolphin” has created a game that com- 
bines both charming visuals and relentless real-time 
tank combat with tons of attitude. It’s pretty on the 
screen, but hardcore gamers should find its nonstop 
firefights all they can handle. 

Players engage in explosive battles, capture mind- and 
strength-enhancing power-ups and solve numerous of 
puzzles to advance through 12 increasingly difficult 
3D levels. MuTank, the enemy boss, directs his robot 
minions through his radio program, which he also 
uses to confuse potential enemies like Tiny Tank. 

The straightforward interface lets the intrepid fighting 
vehicle jump over lava pits and dangerous mine-filled 
deserts, and race through underground tunnels. It 
takes a skillful combination of brains and reflexes to 
defeat these unique enemies, each with their own 
strengths and weaknesses. The winning strategy varies 
with each enemy and may require the player to use 
Tiny’s wit as well as its firepower. A hard rock original 
soundtrack supports “Tiny Tank’s” fast action and 
constant movement. (4) 


Join other CEOs, executives and strategists from the business side of the $8 billion dollar game industry at 
this first ever conference created specifically for you. If you're involved in marketing, financial, strategic, 
retail, venture capital or business management, you will find a unique panel of industry analysts and innova- 
tors directing targeted data and trends to your specific needs. 


Fairmont Hotel, San Jose, California 
Keynote Speaker Ron Chaimowitz GT Interactive 


FEATURING THE FOLLOWING SPEAKERS 


Doug Lowenstein ISDA Anya Sachrow JUPITER 

Paul Baldwin EIDOS Kevin Hause IDC RESEARCH 

Katherine Williams, LIFELIKE PRODUCTIONS Ilene Haase NPD 

Robert Fagin CBIC OPPENHEIMER Gary Gablehouse FAIRFIELD RESEARCH 

Bryan Neider ELECTRONIC ARTS David Cole DFC INTELLIGENCE 

Peter Glaskowsky MDR Tom White MIDI MANUFACTURER'S ASSOCIATION 
Dr. John Latta FOURTHWAVE Rob Glidden QUADRAMIX 


Jon Peddie JPA 


Improve your Business 
WITH 2 DAYS OF PEER NETWORKING AND IMPARTIAL INDUSTRY ANALYSIS AT GAMEXECUTIVE -FILTERED, FOCUSED AND TIMELY. 
VISIT WWW.GAMEXECUTIVE.COM TO FIND OUT MORE OR CALL (415) 905-2388. 


SPONSORED BY 


Business Licensing Week CTW MuttimepiA WirE-==> GAMEATELLIGENCE iNT FEE MCV Miller Freeman Game Group GameWEEK 


What: “A Nite to Unite...for Kids” 
When: October 27, 1998 
Where: The Ritz-Carlton Hotel, San Francisco 

Who: IDSA members, industryites and friends 


Honoree Michael Goldstein, 
Chairman Toys “R” Us 


David S. Liederman, executive director, Child 
Welfare League of America; Elizabeth Loden, 
director, Protecting America’s Children 
Campaign (CWLA); Doug Lowenstein, presi- 
dent, Interactive Digital Software Association 
(IDSA); Liz Torres; Mayor of San Francisco 
Willie Brown; event co-chairman Gregory 
Fishbach, chairman, CEO & president, Acclaim 
Entertainment; event co-chairman Ron 
Chaimowitz, chairman & CEO, GT Interactive 
Software Corp. 
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xecutives from the interactive enter- 
tainment industry put away their 
competitive differences for one 
night last month to join forces at the 
Interactive Digital Software Association’s “A 
Nite to Unite...for Kids” benefit. The event 
raised more than $600,000 for the Child 
Welfare League of America (CWLA), an 
organization dedicated to helping America’s 
most vulnerable children. 


Toys “R” Us chairman Michael Goldstein 
received CWLA‘ first Protecting America’s 
Children Award for his ongoing philan- 
thropic work for children across America. 
Comedienne Liz Torres served as emcee, and 
the more than 600 attendees were enter- 
tained by country music star Ricky Van 
Shelton and children’s singer Joanie Bartels. 


The benefit included a silent auction of 
items donated by companies in the industry, 
including vacation packages, wine, video 
games, toys and sports memorabilia. 
Proceeds from the event benefit the CWLA. 
Among the participating local companies 
were Electronic Arts, Eidos Interactive, 
Crystal Dynamics, Ocean of America, 
Panasonic Interactive Media and Psygnosis. 


By evening's end, most participants were 
talking of furthering the industry’s relation- 
ship with the CWLA, including making the 
benefit dinner an annual event. 


Event co-chairman Ron Chaimowitz, chairman 
& CEO, GT Interactive Software Corp; honoree 
Michael Goldstein, chairman Toys “R” Us; 
event co-chairman Gregory Fishbach, chair- 
man, CEO & president, Acclaim Entertainment. 


Mayor of San Francisco Willie Brown and 
event co-chairman Gregory Fishbach, chair- 
man, CEO & president, Acclaim Entertainment. 
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On the Shelves 


Title/Publisher Genre Platforms Title Rank —_ Expected Sales Reviews Comments 
(000s) 
Body Harvest (Midway) Action N64 A 200-500 = EGM 33/40; GamePro 3/5; A deep action/adventure title. This game 
IGN 8.4/10 is hard to describe but TV ads try and 
capture the games eerie, Halloween feel. 
Duke Nukem: Action PSX A 200-500 GameSpot 7.5/10 The series takes a new turn with a third- 
Time to Kill IGN 8/10 person, Tomb Raider-style perspective 
(GT Interactive) Official PSX 3.5/5 
F-Zero X (Nintendo) Racing N64 AA 500+ EGM 36/40; GameSpot 7.4/10; Nintendo's classic game gets updated for 
Next Generation 5/5 64-bit. Rave reviews but may be too 
hard for younger children. 
Medievil (Sony) Action PSX A 200-500 = GamePro 5/5; IGN 7.8/10; A Halloween- inspired platform game. 


PSM 3/5; Official PSX 4/5; This excellent game is a sleeper. 
Gamer's Republic A 


Metal Gear Solid Action/ PSX AAA 500+ EGM 40/40; GameSpot 8.2/10 The No. 1 PlayStation title seems to live 
(Konami) Adventure Official PSX 5/5; IGN 9.8/10; —_up to the hype. 

Mission: Impossible Adventure N64 A 500+ EGM 23/40; A surprise summer hit. This title is better 
(Infogrammes) GameSpot 6.6/10; than its reviews indicate but consumers 


Next Generation 3/5; Q64 8/10 expecting a GoldenEye type shooting 
game will be disappointed. New TV ad 
campaign gears up in November, meaning 
it should have strong legs this holiday. 


NASCAR 99 Racing PSX, PC AA 500+ EGM 23.5/40; GamePro 4.5/5; Game magazine editors are generally 
(Electronic Arts) GameSpot 6.3/10; not NASCAR fans so reviews are not a 
PSM 2.5/5 good indication of this titleis appeal. 
Parasite Eve Adventure PSX A 200-500 = EGM 31.5/40; GameSpot This title is more of a Resident Evil-style 
(EA/Square) 7.2/10; Next Generation 3/5; storytelling game than a traditional 


Official PSX 4/5; PSM 3/5 Square RPG. Reviews have focused on 
the short amount of gameplay. TV adver- 
tising should help drive sales. 


Rival Schools (Capcom) _ Fighting PSX A 200-500 ~ EGM 34/40; GameSpot7.8/10; A solid arcade to console fighting game. 
Official PSX 4/5; PSM 4/5 Part of Capcomis Fighters Edge program. 

Rogue Trip Action/Racing PSX A 200-500 = EGM 34.5/40; GamePro 4/5; This racing combat game is from the 

(GT Interactive) GameSpot7.5/10; Gameris developers of Twisted Metal. With heavy 
Republic B-; PSM 3.5/5; competition, reviews for this title have 
Official PSX 3.5/5 been somewhat disappointing. 

Spyro the Dragon Action/platform PSX AA 200-500 = GM 33.5/40; GamePro 4/5; — A cute platform game from Sony. 

(Sony) GameSpot 8.6/10; Although slow out of the gate, good 
Next Generation 4/5: reviews should equate to steady sales 


PSM 4/5: Official PSX 4/5 and a healthy lifespan for Spyro. 


Tenchu (Activision) Action PSX A 200-500 = EGM 31/40; GamePro 4.5/5; —_ An action/adventure game where stealth 
GameSpot 8.3/10; PSM 4.5/5; wins out over brute force. This is proving 
Official PSX 4/5 to be a surprisingly strong title. 

WCW/NWO Revenge Fighting N64 AA 500+ EGM 32.5/40; Major wrestling title backed by $3 mil- 

(THQ) GamePro 4.5/5 lion in marketing. 

WWF Warzone Fighting PSX, N64 AA 500+ EGM 31.5/40; Surprisingly strong sales. With WWF 

(Acclaim) GameSpot 8.7/10; beating the WCW in ratings this title 
Next Generation 2/5 — hold its own through the holi- 

ays. 
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ST ELS Bere 


Company Symbol 11/16/98 Price 52 Week High 52 Week Low 

3Dfx NASDAQ: TDFX 15.38 35.25 8 Quarterly Revenue Changes 
3D0 NASDAQ: THDO 3 4.12 1.87 500 - 
Acclaim NASDAQ: AKLM 8.69 9.18 3.28 
Activision NASDAQ: ATVI 13.32 18.62 8.75 | ee 
Egghead NASDAQ: EGGS 14.25 29.12 4.31 400. 

Eidos NASDAQ: EIDSY 14.63 21.75 9 | 
Electronic Arts NASDAQ: ERTS 44 oF F: 30.25 

Electronics Boutique NASDAQ: ELBO PA 14.12 6.62 

Expert Software NASDAQ: XPRT ja 7 .68 300 
Funco NASDAQ: FNCO 14.31 20.62 9.62 

GT Interactive NASDAQ: GTIS 6.81 a 3.56 

Interactive Magic NASDAQ: IMGK 5.63 14.75 3.5 200 | 
Interplay NASDAQ: IPLY 2.16 8.25 
Learning Company NYSE: TLC 26.5 32.81 
Logitech NASDAQ: LOGIY Tha 18.12 
Midway NYSE: MWY 10.19 25.68 
7th Level NASDAQ: SEVL 3.25 12.62 
RomTech NASDAQ: ROMT 1.59 3.12 
Take 2 Interactive NASDAQ: TTWO 6.47 8.75 
CC ——————ae .,  ? ae -<; er | ae 7 Acclaim Activision EA — Interplay Midway THQ 


Thurstmaster NASDAQ: TMSR 3.75 16.5 Latest Quarter vs. Previous Year Quarter 


100: 


25% 29% 


EARNINGS REPORT 
(in millions, except for EPS) 


Q498 Q497 Fiscal 98 Fiscal 97 Comments 


Revenues $91.79 $18.15 $326.56 $165.41 Acclaim is back in the big leagues. “WWF Warzone” was a 
surprisingly strong hit. 


Net Income $8.24 ($53.68) $20.69 ($159.23) 
EPS $0.14 ($1.08) $.37 ($3.21) 


Activision Q299 Q298 YTD 99 YTD 98 Comments 
Revenues $66.18 $53.02 $118.06 $79.53 Activisionis big gun titles will hit in Q3 and Q4 
Net Income ($2.23) $1.84 ($6.04) ($3.58) 
EPS ($0.10) $0.08 ($0.28) ($0.17) 


Electronic Arts Q299 Q298 YTD 99 YTD 98 Comments 


Revenues $245.76 $189.83 $423.98 $313.54 Electronic Artsi net income includes a one-time $41.8 mil- 
lion charge for Westwood Studios acquisition 


Net Income ($25.27) $0.04 ($21.57) ($1.41) 
EPS ($0.42) 0 ($0.36) ($0.02) 


Interplay Q398 Q397 YTD 98 YTD 97 Comments 


Revenues $24.50 $23.83 $106.23 $66.75 With product slippage, higher than expected losses and lay- 
offs, Interplay is in bad shape. 


Net Income ($15.13) ($5.48) ($11.59) (20.91) 
EPS ($0.83) ($0.49) ($0.85) ($1.88) 


Q199 Q198 Fiscal 98 Fiscal 97 Comments 


Revenues $89.34 $73.74 — — With a slumping arcade business and home video growth 
below the overall market rate, Midway stock is hurting. 


Net Income $9.81 $7.24 —_ a 
EPS $0.26 $0.19 _ on 


Q398 Q397 YTD 98 YTD 97 Comments 


Revenues $25.96 $16.36 $103.74 $40.46 THQ consistently beats analysts estimates. Net income includes 
a one-time charge of $7.2 million for GameFx purchase. 


Net Income $2.43 $1.43 $4.57 $3.14 
EPS $0.21 $0.13 $0.40 $0.31 
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Babbage's Etc., Grapevine, Texas 


Box Score: 


Name: Babbage's Etc. 

Headquarters: 2250 William D. Tate Ave. 
Grapevine, TX 76051 

Telephone: (817) 424-2000 

Number of employees: 6,000 

Key Executives: Chairman, Len Riggio; 
President Dan DeMatteo 

Chain contains: 480 stores (220 Babbage’s, 
260 Software Etc.) 

Store size: 1,200-1,500 sq. ft. 

Type of store: Software specialty 
Estimated revenues: $175 million (FY1997) 


Babbage’s Etc. is a testament to the resilien- 
cy of the interactive entertainment indus- 
try. The Texas-based chain of software spe- 
cialty stores, once known as NeoStar, has 
come back from bankruptcy to once again 
be a significant player in the videogame 
retail market. 

In September 1996, NeoStar filed for 
Chapter 11, listing $148.2 million in assets, 
$116.1 million in liabilities and citing a 
lack of credit from vendors as the primary 
reason for the bankruptcy filing. NeoStar 
had been formed two years earlier with the 
merger of Babbage’s and Software Etc. 
chains. The bankruptcy was attributed in 
part to the bad timing of the merger but 
was also considered evidence that mall- 
based specialty stores couldn't effectively 
compete with the growing clout of mass 
merchants. 

Even when Barnes & Noble chairman Len 
Riggio arranged financing to buy the chain 
several months out of bankruptcy for 
$58.5 million and take it private, closing 
more than 250 stores in the process, the 
move seem little more than a short-term 
reprieve. 

Two year later, Babbage’s Etc. is not only 
stil around but expanding. The chain 
added 30 stores in 1998, bringing its total 
to 480 and is looking at further growth 
next year. Since it is now privately held, 
exact financial figures are unavailable. But 
president Dan DeMatteo says same stores 
sales are up nationwide over last year. 
“They're doing all right for us now,” says 
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GAME RETAILER 


SPOTLIGHT 


one executive for a console company. 
“They're not at the level of a (Electronics 
Boutique), but they’re holding their own.” 
Some of Babbages’ resurgence can be cred- 
ited to the overall rebound in interactive 
entertainment over the past two years. But 
it is worth noting that growth is also occur- 
ring during an era of cutthroat competi- 
tion from mass merchants, toy stores and 
other retailers, and when mall-based stores 
in general are perceived to be at a disad- 
vantage because of high rents and declin- 
ing store traffic. Gone are the days when 
stores such as Babbage’s and Software Etc. 
would get products well in advance of 
other software retailers and have a few 
weeks’ window to sell them at full retail 
price. 

“Everybody has figured out the need to get 


product to stores quickly,” notes DeMatteo. 
“In the old days, fast to market meant you 
second-day it into your warehouse and 
then second-day it to your stores. Then, 
fast meant you next-day into your ware- 
house and next-day out to your stores. 
Then it became you picked it up where it 
was being manufactured and next-day it 
into stores. 

“Now fast in many instances has become 
you pick it up and deliver it to as many 
stores as you can the same day it comes 
out, he continues. “So we still have an 
advantage in time to market, but now it’s 
measured in days, if not hours.” 

The willingness of competitors, especially 
mass merchants such as Wal-Mart and 
‘Target, to sell games at lower margins - or 
in some cases as loss leaders - has forced 
Babbage’s to lower prices as well, although 
the chain still has some of the higher prices 
in the industry. (See chart) 

So how has Babbage’s thrived in this brave 


new retailing world? “One is that we've 
increased sales per foot significantly,” 
DeMatteo says. “So our productivity is way 
up.’ The second key is that even during its 
financial troubles, the chain managed to 
retain a loyal base of customers by contin- 
uing to hire knowledgeable sales associates 
and keeping them well educated on new 
games and products. “The edgier and 
more sophisticated the buyer, the more 
likely they are to shop in our stores,” he 
says. “We market to them and we keep 
them coming back. You know it’s not a 
mom who's coming in to buy ‘Resident 
Evil 2’ for her son.” 

Over the past few years, company execu- 
tives have continually tweaked store for- 
mats, including adding the Game Stop 
smaller-store format and Planet X, a new 
store design currently being tested in 
California. They have also re-mixed stores 
to include more higher-margin items such 
as toys, accessories, used games and strate- 
gy guides. “One of the things that has 
occurred in this business 1s the rise of strat- 
egy guides, because games have become so 
complex,’ says DeMatteo. “We really focus 
on that and try to make sure we have them 
on the same day and date with the games 
so people can get both simultaneously.” 
The chain was one of the first to realize the 
potential of marketing game-based action 
figures to avid gamers and collectors. “One 


THE COMPARISON SHOPPER 
EB ToysRUs Walmart CompUSA Wherehouse 


Soft Etc 


Madden 99 
Spyro 


3959: 33. 
44.99 39.99 


Tekken 3 44.99 44.99 
Cruisn Wid 
Bomberman Hero 
DK Racing 


Mission: Imp 


59.99 
54.99 
33:99 
59.99 


49.99 
49.99 
39.99 
59.99 


Klingon 
Honor Guard 


Spearhead 
T. Wood 99 
Return Fire 2 
Rainbow 6 


39.96 
39.96 


of the first successes we had was with ‘Final 
Fantasy VII action figures which are only 
manufactured and distributed in Japan,’ 
says DeMatteo. “We arranged to have them 
brought in and did well, and we also did 
well with “Duke Nukem. Since then we've 
been talking them up to publishers.” 
Babbage’s’ Planet X store design has about 
double the action figures of its traditional 
stores because it is laid out to merchandise 
them better. “I think we're going to see a lot 
more, observes DeMatteo, adding, “One 
thing publishers have not been doing is 
bringing them out with the game. They've 
been bringing them out when the game is 
cold.” 

Babbage’s executives reevaluate the overall 
product mix on a quarterly basis. Among 
recent additions is a section devoted to 
mid- and value-priced games. But on a 
larger level, DeMatteo says he’s noticing a 
gradual breakdown of the traditional PC 
genres - such as action, RPG, real-time 
strategy - that have dominated videogame 
retailing for the past decade. “Now we're 
more likely to (organize shelf) space in 
terms of areas of interest,’ he says, citing 
girl games, dedicated 3Dfx sections, DVD 
and hunting/fishing as examples. “It’s 
always changing,” he says. “Take hunting. 
Last year there was only “Deer Hunter. 
Now we've got several dozen, it seems.’ 
While the NeoStar bankruptcy coincided 


44.99 


39,99 39.99 


44.99 
49.95 


49.99 
59.99 


— SESE|Deme 


at 


with 1995-'96's difficult transition from 
16-bit to 32/64 bit in the console market, 
the chain doesn’t expect to go through the 
same turmoil when Sega’s Dreamcast her- 
alds in a new generation of consoles next 
fall. “I’m not dreading Dreamcast,” 
DeMatteo says. “I’m looking forward to 
Dreamcast. | think it is coming along at a 
time when the early adopter will be look- 
ing for something new. And while early 
adopters new, the 
PlayStation and N64 are right at their 


want something 
peak.” He also praises the new manage- 
ment team at Sega, saying, “You've got peo- 
ple at Sega who've been around, so I think 
the whole thing will be managed better.” 
On a more general note, the Babbage’s Etc. 
president says the interactive entertain- 
ment business is now much less dependent 
on the success or failure of a new platform. 
“Interactive entertainment is much more 
of a mainstream way of life,’ he says. “It’s 
not just a hobby for young men before 
they find girls. 

20s and 30s 
it,’ he adds. 
“Because of the size and the broadening 


“I talk to people in their late 
about games. They're still in 


demographic, I don’t expect to have that 
same dip. I think that people have learned 
a lot. At the end of the 16-bit cycle there 
were a lot of ‘me too’ titles, and I think we 
have a lot more sophistication and breadth 
of titles than we did then.” ©) 


ba ty 
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COUNTER 


PET ETLERLALS 


Top Selling Nintendo 64 Titles: October 1998 Top Selling PlayStation Titles: October 1998 


Rank Title Publisher Avg Retail Price |} Rank Title Publisher Avg Retail Price 
1 WCW/NWO Revenge THQ $61 1 Metal Gear Solid Konami $49.00 
2 — Goldeneye 007 Nintendo $41 2 — Madden 99 Electronic Arts $40.60 
Interactive Entertainment Sales 3 NFL Blitz Midway $60 3 NFLBlitz Midway $42.77 
3rd quarter 1998 vs, 3rd quarter 1997 4 — Madden NFL 99 Electronic Arts $51 4 Tenchu Activision $44.36 
5 Cruis n World Nintendo $50 5 NFL Gameday 99 989 Studios $40.04 
| 1998 Increase |} Banjo-Kazooie Nintendo $50 6 _NASCAR99 989 Studio $40.00 
interactive Sotware up 39% 7 WWEWarzone Acclaim $60 7 WWF Warzone Acclaim $41.53 
SIE oseesawal upZTio |) 8 _ NASCAR 99 Eecronicars $50 g Parasite Be Squaresof $496 
PlayStation Software up 114% 9 Mario Kart 64 Nintendo $40 9 Crash Bandicoot 2 Sony $2071 
Nintendo 64 Software up 76%. 10 Super Mario 64 Nintendo $40 10 Spyro the Dragon Sony $40.02 


SOURCE: The NPD Group — Interactive Tracking Service SOURCE: The NPD Group — Interactive Tracking Service 


Softrends 
Top 15 Computer Educational Software Titles 
Ranked On Units 
September 1998 


Top Selling PC Entertainment Titles: September 1998 


Top 20 Best Selling Interactive Software Titles 
Ranked On Units 
September 1998 


Last This Avg Retail 
Month Month Title Publisher Price 


1 Tom Clancy's Rainbow Six ; 
Last This Avg Retail Avg Retail 
Month Month Title Publisher Price : ke a - St : ‘ Rank Title Platform Publisher Price 
82 1 Blue's ABC Time Activities vi = aes ns zs . Madden 99 PlayStation Electronic Arts $41 
e latin eo : \ ie mS 95 . ag ; NFL Gameday 99 PlayStation 989 Studios $40 
ne Adventure Hanan £ 695 kasama = ; Parasite Eve PlayStation  Squaresoft $49 
( se sll 5 Titanic: Adventure Out of Time rf 
Barbie Nail Designer (CD W95IM) Cyberfix $79 Goldeneye 007 Nintendo 64 Nintendo Of America $40 
(CD W95) Mattel $19 6 Rocky Mountain Tophy Hunter WWF Warzone PlayStation Acclaim Entertainment $4 
Jumpstart Kindergarten 2 (COW95) WizardWorks $18 WWF Warzone Nintendo 64 Acclaim Entertainment $60 
(CD WIN/MAC) Knowledge Adventure $20 


7 Cabela's Big Game Hunter Nintendo Of America $50 


Banjo-Kazooie Nintendo 64 


Head Games $20 


Jumpstart 1st Grade (CD W95) mee AEs 
| NFL Blitz Nintendo 64 Midway Home 
(CD WIN/MAC) Knowledge Adventure $20 8 Lego bland (CD W985) Mindscape 7 se oe Bi $69 
ret Knowledge Adventure $20 9 __ Myst (CD WIN) Broderbund $18 Crash Bandicoot 2 PlayStation Sony Computer 
| 10 Diablo (CO W95) Blizzard $18 Entertainment $21 
Jumpstart 3rd Grade: Mystery 
(CO WINIMAC) Knowledge Adventure $20 11 Need fr Speed Il NFL Bitz PlayStation Midway Home 
tee leiaad (COWO5/W98 HecronicArts $8 Enertainment 
Storybook (CDWIN) Disney Interactive $10 12 Unreal (CD W95) GTinteractive $39 Gran Turismo Racing PlayStation as oe , 
Jumpstart Kindergarten 13 Lords of the Realm 2 ' 
(CD WIN/MAC) Knowledge Adventure $9 (CD WinW95) Sierra On-Line $10 Spyro The Dragon PlayStation 2 Bla su 
Mavis Beacon Typing 9.0 14 Age of Empires : | 
(CD W95/W98) Mindscape $33 (D W95 WNT) Microsoft $3] Madden NFL 99 Nintendo 64 — Electronic Arts $52 
Barbie Tak With Me 15, Police Quest 5 SWAT Twisted Metal 2 PlayStation 989 Stulo 4 
(CD WINW95) Mattel $22 (CO WIN) Sierta On-Line $10 NCAA Football 99 PlayStation Electronic Arts $41 
Jumpstart Preschool 16 Titanic (CD WIN) WizardWorks $10 NASCAR 99 Nintendo 64 Flectronic Arts $51 
(CD WIN/W95/MAC) Knowledge Adventure $21 Ea, 
17 Commandos: Behind Enemy Lines Tom Clancy's Red Storm 
Freddi Fish 2: Case Of DW95 Eidos $36 Rainbow Sx (CD W95)-—_ Entertainment $40 
Haunted (CD W/M) Humongous Ent. $11 he : 
18 MS Flight Simulator 98 Cool Boarders 2 PlayStation 989 Studios $21 
4 Reader Rabbit 1st Grade | (CD W9SWNT) Microsoft $46 
(CDWINWWSS/MAC) Learning Company $24 ee earer Tekken 2 PlayStation Namco $20 
15. Sesame St Elmo's Preschool (CD Dosnw95) Activision $26 NASCAR 99 Playstation _ElectronicArts_——SAt 
(CD WINAWS5) Creative Wonders $13 20 Duke Nukem 3D SOURCE: The NPD Group — Interactive Tracking Service 
*not in top 100 (CD DOS) FormGen $10 
SOURCE: The NPD Group — Softrends SOURCE: The NPD Group — Interactive Tracking Service 
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“Make your enemy feel the BANG as you ee Choose from over 60 WCW and NWO Wrestling 

beat him -mercilessly with everything from TELEVISION Superstars, including Hollywood Hogan, Goldberg, 
* Pes ” " . } j " » ! 

briefcases to stop signs. SOE SESRCTOMEE PRINT ADVERTISING Kevin Nash, and Mamond Dallas Faget 


PUBLICITY Signature Moves, Tons of Weapons, 
WCW PROMOTION 


rm p www.thq.com INTERNET 15-Foot High Steel Cage! 
www.WCW.com , ; , 
"| Full-Motion Video Entrances and 
re ; THQ Inc., 5016 North Parkway Calabasas, Suite 100, Calabasas, CA 91302 Tel: 818-591-1310 © Fax: 818-591-1615 Exclusive Rants! ; 
11998 World Championship Wrestling, Inc. A Time Warner Company. All rights reserved. WCW" and NWO™ are trademarks of World Championship 
es Re plese Sesetsr oo Seestive * as ri reacties depu ia trademarks of or et under lx bt to World amnion Wrestling, se ater mand ae Play Stati = logo PlayStation 


™ are registered trademarksol Sony Computer Entertainment Inc. All rights reserved. THO TM 1998 THO INC 


~SDix | 
The Ultimate 3D 
PC Entertainment Experience 


Best Hardware. Best Software. 


3Dfx° Interactive offers the broadest 

set of performance 3D solutions on the 
market. From the pure 3D power of 
Voodoo” to the breakthrough 2D/3D 
capabilities of Voodoo Banshee’, 3Dfx 
Interactive offers more speed, performance 
and compatibility than any other company. 
That is why 3Dfx is the accelerator of 
choice for top publishers like Electronic 
Arts and Activision and top computer 
manufacturers including Gateway, 
Compaq, Micron and Packard Bell. 


Ss 


Copyright © 1998 3Dfx Interactive, Inc. The 3Dfx Interactive logo, Voodoo, Voodoo Gr 
image from. Daikatana is courtesy of Eidos Interactive and 1ON Storm. HIRO MIYAMOTO name 
trademarks of Eidos Interactive. © 1998 Eidos Interactive. F-15 image from F-15 is courtesy of Jane 


This fall the hottest 3D PC games 
including Madden NFL" 99 by 
Electronic Arts, Quake’ II by id 
software and Half-Life’ by Sierra 
are available for 3Dfx’s Voodoo — 
Technology. With support for 
Microsoft®’s Direct 3D, OpenGL° 
and 3Dfx’s proprietary API GLIDE™ 
3Dfx Interactive’s Voodoo Technology 
is already compatible with over 500 
products currently on the market 
and that is just the beginning. 


ok for the 3Dfx logo on leading 3D accelerators and 
mputers to ensure you get all the power and 
pmpatibility that only 3Dfx can offer. — 


www.3dfx.com 


is a registered trademark of Silicon Graphics Computer Systems. HIRO MIYAMOTO 
| Tomb Raider is courtesy of Eidos Interactive. Tomb Raider, Lara Croft and her likeness are 
are the property of their respective owners. All rights reserved. 


r 


